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panne 
Do You Want to Know 


how the circulation is distributed of 


THE BUTTERICK TRIO 


THE DELINEATOR 

THE DESIGNER 

NEW IDEA WOMAN'S MAGAZINE 
I am now prepared to furnish advertisers or prospective 
advertisers, upon application, an analyzed statement of 


circulation, giving the number of paid-in-advance sub- 
scriptions, news-stands’ and agents’ cales in each State. 


The BUTTERICK TRIO 


1,235,000 circulation, at $5.50 per line 





The advertiser who wishes to reach women in their 
homes who are most responsive to advertisements, 
cannot do better than use The Butterick Trio; he can 
buy one separately without paying a premium. 


THE DELINEATOR has each month a circulation of more 
than 850,000 copies ; The DESIGNER more than 235,000, and 
New IDEA WoMAN’S MAGAZINE more than 150,000. 
The fact that the Butterick Trio contains all the 
high-grade advertising that appears in any woman's 
magazine is sufficient reason for my belief that 
you should consider your advertisement, if placed 
in it, as practicaHy an assured success. 
For the August issue, forms close June 10th. 


THOMAS BALMER, Advertising Manager 
17 W. 13th Street, New York 200 Monroe Street, Chicago 














When you 


wish to adver- 


tise in news- 


papers address 


Geo. P. Rowell | 
65 @o.: Advertis- 


ing Agents, No. 
Io Spruce St., | 
NEW YORK. 
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“THE LADIES’ WORLD.” 





In an interview with the Ameri- 
can Mail Order Company, pub- 
lished in PRINTERS’ INK March 18, 
some interesting results of a cam- 
paign in women’s publications were 
given. Mr. Higham, of that com- 
pany, stated that he had received 
profitable replies to the number of 
18,000 in less than three months 
from the Ladies’ Home Journal, 
Delineator and Elite Styles, while 
several publications of lesser cir- 
culation had given evidences that 
they reach readers who can be in- 
terested in a high-grade proposi- 
tion. Certain mediums of low 
subscription price. however, had 
not brought desirable replies, and 
one publication designated in par- 
ticular was the Ladies’ World, a 
monthly issued by S. H. Moore & 
Co., 23 City Hall Place, New York 
City. While admitting that it 
would unquestionably be an ex- 
cellent medium for a popular-pric- 
ed proposition, Mr. Higham stated 
that he had found replies received 
from its readers of a quality not 
suited to his purpose—the selling 
of high-grade dress goods by mail. 
This opinion was printed for what 
it was worth, in accord with the 
Little Schoolmaster’s practice of 
publishing the opinions of any ad- 
vertiser who has views ‘based upon 
actual experience that may be use- 
ful to other advertisers. In jus- 
tice to the Ladies’ World, how- 
ever, it was deemed only fair that 
its publisher’s side of the matter 
should be presented, and a Print- 
ERS’ INK reporter was sent to in- 
quire into its standing as a pub- 
lication appealing to women. The 
Ladies’ World has continuous fig- 
ure ratings in the American News- 
paper Directory since 1895, and 
has always been willing that adver- 
tisers should know how many cop- 
ies are being printed. The average 
for 1902 was 488,667 copies month- 


ly, and the publisher says that the 
present issue is 500,000 copies. Of 
this number 440,000 go to sub- 
scribers and 60,000 to news-stands. 
Of the January issue this year 
490,000 copies were printed, 492,- 
ooo for February and 500,000 for 
March, which will be maintained 
until the July issue. Summer cir- 
culation is slightly smaller owing 
to decreased news-stand sales, but 
will not drop below 490,000. In 
October the news-stand sales in- 
crease again, while new subscrip- 
tions are received. October is the 
largest month in the year, as sam- 
ple copies are sent to canvassing 
agents. Last year the issue for 
this month was 564,000 copies: 
Thése papers are all distributed, 
and are live circulation from the 
advertisers’ standpoint. Another 
heavy month is December. The 
Christmas issue for last year was 
558,000, copies. December is also 
the month in which there are the 
greatest number of expired sub- 
scriptions. The expirations in this 
month last year amounted to 324,- 
795 copies, while about 340,000 new 
subscriptions and renewals were 
received. Subscriptions are not 
caried one day beyond expiration. 
Circulation is scattered over the 
entire United States. New York 
leads, with Massachusetts second. 
Ten or twelve large mail sacks go 
to Brooklyn every month. Circu- 
lation in New York City is small 
owing to extra postage, but news- 
stand sales are good. The publi- 
cation goes to cities and large 
towns rather than to the country 
districts, though the latter variety 
of circulation is by no means in- 
significant. Mr. Moore has al- 
ways been willing to give state- 
ments and permit investigation of 
lists, pressroom and books, as he 


considers knowledge of circula- 
tion of the first importance in se- 
curing ‘business. 

Regarding the quality of his 
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publication he pointed to the fact 
that all advertising is rigidly cen- 
sored. No cheap mail order prop- 
Ositions are admitted, and in some 
cases advertising from reputable 
firms is declined on the score of 
unsightliness. A double-page ad 
recently offered by a well-known 
Chicago mail order house was re- 
fused because it would have spoil- 
ed the appearance of the paper. 
The advertising carried in the 
average issue of the Ladies’ World 
will compare favorably with that 
in any of the monthly magazines. 
The May issue contained, among 
others, Colgate’s Soaps, Pearline, 
Fairbank Company, Ivory Soap, 
Montgomery Ward & Co., Satur- 
day Evening Post, Lord & Taylor, 
Shredded Wheat, Cuticura, Rogers 
Bros. “1847,” W. B. Corsets, Ferris 
Waist, Cream of Wheat, C. B. Cor- 
set and Fairy Soap. These are all 
large spaces. Among the small 
ads were none that could be called 
cheap or questionable. Every cov- 
er page for 1903 was sold before 
last Christmas, and advertisers are 
being put on the waiting list for 
the preferred spaces for 10904. 
Colgate & Co. have contracted for 
twelve cover pages io be used in 
three years, and could be given 
only one during 1903. The make- 
up and mechanical work will com- 
pare with high-grade magazines. 
Covers are printed in colors, and 
the typographical work on ads is 
thoroughly commendable. Mr. 
Moore finds that advertisers favor 
those publications that display ads 
strikingly, and employs skilled 
compositors in his advertising de- 
partment. The publication is 
printed on its own presses, bound 
in its own bindery, and is made 
in its own plant in all details save 
electrotyping. 

“Quality of circulation is very 
clearly shown in one’s methods of 
obtaining subscribers,” he said. 
“The Ladies’ World has been forty 
cents a year since its establish- 
ment, but will be raised to fifty 
cents in September. On the news- 
stands it sells for five cents a copy. 
Our subscribers are secured 
through newspaper advertising nd 
canvassing agents. We have never 


given a premium to subscribers, 
and have never gone into clubs ex- 
cept 


in one or two cases. The 





news-stand circulation has doubled 
in the past four years wholly with- 
out effort on our part, as we do 
not believe in advertising for 
news-stand trade. It is not profit- 
able, and is good only as adver- 
tising. Our editorial policy is to 
avoid the craze for big names 
among writers and artists, and to 
give practical matter that will ap- 
peal to women in the home. We 
find that our readers do not care 
who writes the matter so long as it 
is thorough and practical. The 
housekeeping authority who lives 
in a hotel has no place on our 
staff of contributors. An exami- 
nation of our mailing lists recent- 
ly revealed the fact that eighty-five 
per cent of our subscribers have 
‘Mrs.’ prefixed to their names. 
This shows how close we come to 
the average American home, I 
think. Another striking way of 
putting this fact is the statement 
recently made in a_ folder—that 
more people sit down to meals in 
the homes into which the Ladies’ 
World goes than could be accom- 
modated at one time at all the ta- 
bles in all the hotels in the United 
States in cities of more than 25,- 
000. With the exception of the 
Ladies’ Home Journal, Delineator 
and Youth’s Companion I don't 
believe than any publication can 
show a cleaner bona fide home cir- 
culation than we have, while as 
for quality we refer to those who 
use our space year after year. No 
fair minded advertiser who ex- 
amines a copy of the Ladies’ 
World will ever class it with the 
cheap mail order publications, I 
am sure. The paper was estab- 
lished in 1886, as the outgrowth of 
a literary monthly that I conducted 
at that time. I have been a pub- ° 
lisher twenty-seven years. In that 
year I published Fireside and 
Home and the Cricket on the 
Hearth. The former was trans- 
formed into a journal for women. 
and was maintained on the profits 
of the latter until it had been put 
on a firm footing. Then it grew 
so rapidly that the Cricket on the 
Hearth was discontinued. Circu- 
lation even in the first year was 
50,000, and has been steadily in- 
creased ever since by newspaper 
advertising, canvassers and other 
means of building healthy circula- 
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tion. When our subscription price 
is increased in September we will 
enlarge the paper about twenty 
per cent, and I see no reason why 
our circulation will not grow at 
an increased ratio. It is a mistake 
to presume, as many do, that the 
field of women’s publications is 
fully covered. There is not only 
room for every good women’s 
journal to grow, but for new pub- 
lications as well if they meet pop- 
ular demand.” 


en 
THE PENDULUM INVARIABLY 
SWINGS BACK. 

The incongruous and bizarre may be 
novel but there is always with it a 
feeling of repulsion which comes sooner 
or later and the longer it is delayed the 
more permanent is its effect, for we 
naturally resent the idea that we were 
ever attracted by it. There is one house 
in Omaha which has lost a number of 
customers by prominently placing a 
skeleton in the window. It is a surgical 
instrument and supply house. Skeletons 
are part of the stock in trade but 
many persons who realize the necessity 
of skeletons in business do not like 
to see the framework of man so prom- 
eatiy displayed.—Omaha Trade Ex- 
ibit. 


A MERCHANT can get along without 
advertising, but he won’t if he has ever 
tried the right kind.—White’s Sayings. 
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The City of 


Toronto 


has a population of 225,000. 
They are visited with all the 
needs that flesh is heir to, and, 
better yet, they are educated to 
reads ads to find out what they 
want. If you have something 
wy ought to have, advertise it in 
the 


Evening 
Telegram 


31,428 Daily 
34,000 Saturdays 














PERRY LUKENS, JR., 
Tribune Bldg., Room 29, is the 
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Che Chicago 
Record-Herald 


gained in April, 1903, 
over April, 1902, 
Daily, @ 5,653 
Sunday, 48,734 

















Daily Average, April, 1903, 


160,160 


Sunday Average, April, 1903, 
195,613 


The only known Morning 
and Sunday Circula- 
tion in Chicago ! 




















New York Representative 




















A Record Breaker 





The MILWAUKEE JoURNAL broke all 
local records for April advertisir 
and carried 1,118 columns 1 
inches, making a gain over — 
1902, of 334 columns 1% inc 
The two other evening papers com- 
bined carried 1,563 columns 18 inch- 
es, one showing a loss of 42 columns 
linch ; the other a loss of 108 cols. 


tion of THe JouRNAL is larger than 
is their combined paid circulations, 
THE JOURNAL’s rates are less than 
their combined charges. 


Circulation, 331, 647 


Daily average for 
I let rinted dur- 
Tota ag the year, 9,282,350. 
Journal Lines 
Want Ads Times 


Cost H 
One Cent a word Bits 


THE JouRNAL carries more than all 
other evening newspapers 
combined ! 


8. B. SMITH, C.D. peers, 


90 Tribune Bldg., 705-7 Boyce ag 
New York. Chicago, Ill. 
000-0000000000000000000 






















BACKING YOUR ADVER- 
TISEMENT. 


By Joel Benton. 

There is a question often asked 
that you can answer both affirma- 
tively and negatively—“Does ad- 
vertising pay?” The truth of the 
matter is that it does, and it does 
not. To advertise with profitable 
results requires as much prepara- 
tion as it does to go to war, or to 
enter college, or to do any one of 
a score or more of important 
things. 

It is no very extraordinary trick 
to tell an advertising story that 
will bring many answers, but of 
what avail is it if you have been 
careless in keeping up your stock 
or, in order to do so have reduced 
its quality? In the first instance, 
you exasperate or cool off your 
would-be customer, who will go 
somewhere else to make his pur- 
chases, and, in the second, you 
make a sale perhaps—but it is a 
sale that does not satisfy and will 
therefore dismiss a patron. These 
two persons—the one who was 
not supplied and the one who got 
a poor bargain—will be sure to 
tell their experience, and will tell 
it in such a way as will nullify the 
most seductive advertising that 
can be produced. Their talk will 
go fast and far, and create in very 
short order for the advertiser a 
damaging reputation. His adver- 
tisement may have been the most 
attractive one that appeared the 
week on which it was offered, but 
the trouble was the advertiser’s 
failure to back it up. All such ad- 
vertising, it hardly needs to be said, 
is much worse than not to adver- 
tise at all. In some otherwise 
good stores and trading places the 
social atmosphere and manners en- 
countered are not of the inviting, 
but of the repellent kind. It is a 
great mistake, and one hardlv to 
be surpassed, to forget that polite- 
ness and suavity are real busi- 
ness assets. A merchant may have 
good goods, and deliver them 
promptly, and tell no lie about 
them, but if he and his clerks dif- 
fuse an atmosphere of coldness, 
and lack cordiality. they subtract 
nearly all the benefits good adver- 
tising has to offer. In other 
words, they trip themselves up by 
not backing theadvertising sent out. 
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It is no doubt a fact often notice. 
able that there are persons in trade 
who mean well, who are thorougn. 
ly honest, and who do not deliber- 
ately intend to make a bad impres- 
sion on the public, whose tem- 
perament and address are un- 
fortunately not attractive. It is a 
pity that they should be the direct 
intermediate of trade when they 
might do admirably as bookkeep- 
ers, and perhaps fairly well as 
wholesale buyers or discoverers of 
bargains. Perhaps they might 
even write the advertisements that 
they don’t know how to live up to. 
It is a curious circumstance that 
many men can enunciate the pro- 
foundest business maxims who 
cannot practice them or go one step 
further than to theorize. These 
people have some place probably 
in a business plant but they should 
not be selected to back up the 
store’s advertising. As all adver- 
tising that ultimately pays must be 
born of the truth and bear criti- 
cism, there is some advantage in 
avoiding too many superlatives and 
relying mainly upon understate- 
ments. For these can more easily 
be warranted and followed. If the 
customer finds himself better 
pleased than he was told he would 
be. the effect of the advertising 
will be immeasurably enhanced. 
If he is assured of the impossible, 
there is something lost to the ad- 
vertiser through his boasts that 
could not be fulfilled. There is one 
scriptural text in particular that 
a business man should hold to with 
especial regard—one that advises 
making friendship with the “mam- 
mon of unrighteousness.” Every 
customer, whether his pocket book 
contains one dollar or one hun- 
dred, is the person the dealer 
needs to cultivate and _ consider. 
He comes with his money and he is 
entitled to his whims and even to 
his absurd expectations. The main 
object should be not simply to 
corral his money but to leave him 
pleased whether he purchases or 
not. If his manners are rude, and 
his demands are unreasonable, the 
dealer’s should be placating and 
unruffled. For any customer thus 
met will be a customer to-morrow 
and will feel that the advertise- 
ment that first brought him had a 
real foundation. 
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Evening and Sunday 


The Kansas City 
WORLD 


By Carrier 45 cents a week. 





THE KANSAS CITY WORLD, to meet its well known 
competition of ‘‘13 papers for 10 cents” now gives 
its readers its evening and Sunday issues 
delivered by carrier for a nickel. 


“47 Issues for 5 Cents’”’ 


This plan was announced May 1. In 
the seven days ending May 9 5,082 
long time city subscriptions (3 months 
or more) were added. This week sub- 
scriptions are rolling in at the rate of 
nearly 1,000 per day. 


The net paid circulation of THz Wor.Lp 
is guaranteed to exceed 


65,000. 


Foreign Advertising Department, 
B. D. BUTLER, Manager. 
705 Boyce Bldg., Chicago. 52 Tribune Bldg., N.Y 


Tel. 48: Central, Tel. 2807 John. 
CHAS. D. BERTOLET. JAS. F. ANTISDEL. 


























PHOTOGRAVURES IN AD- 
VERTISING. 


With the mechanical and artis- 
tic development of advertising lit- 
erature, and the demand for novel 
effects, the photogravure is begin- 
ning to have a vogue as a better, 
richer illustration than the half- 
tone. The plate from which pho- 
togravure illustrations are printed 
is exactly the reverse of a half- 
tone. On the latter the printing 
surface is in relief, the white por- 
tion being etched away, while the 
photogravure plate is an_ in- 
taglio, the portion that prints 
being sunk into the co; er. These 
crevices are filled with ink, the 
surface of the plate is wiped clean 
with soft rags, delicately polished 
with the palm of the printer’s 
hand, and a single impression is 
then made on a hand press. This 
hand work is a heavy item in the 
expense of photogravure illustra- 
tion, while another factor in cost 
has been the tendency of the plate 
to wear out after a comparatively 
limited number of copies have been 
printed. Mr. J. F. McCarthy, an 
engraver, 110 South Eighth street, 
Brooklyn, has perfected a process 
of etching intaglio plates which 
gives them from three to four 
times the life of those made by ol 
methods, and he claims that they 
also produce work that is cleaner, 
richer and of a more even quality. 

“Photogravure plates have here- 
tofore been made by the transfer 
of a delicate gelatine-carbon tissue 
to the copper, and as this tissue is 
quickly attacked by acids, a short 
etching of only thirty minutes was 
possible, giving a printing plate 
that was shallow, lacking in clear- 
ness of detail, and wearing out 
very quickly. I have evolved a 
new method of coating the copper 
which makes it possible to etch 
the different ‘tones’ separately, re- 
coating the plate after etching and 
making the last application of the 
acid two hours and a half in dur- 
ation. This process produces a 
printing plate that has never been 
excelled for richness and clearness 
of detail, while the depth of the 
etching makes it very durable. 
These plates are especially adapt- 
ed to large editions, and are there- 
fore suited to edition de luxe book- 
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lets and other fine advertising lit- 
erature. Their lasting quality gives 
evenness in printing, while the 
sharp detail secured by deep etch- 
ing puts them in a class by them- 
selves tor delicate technical illus- 
trations such as machinery, carved 
and chased metal work, paintings, 
rugs and. like commodities. Then 
photogravures are printed on soft 
finish handsome papers, and have a 
luxurious appearance that cannot 
be attained with halftones, which 
require glossy coated papers. There 
is, in fact, no room between the 
two for comparison, and the rich- 
ness and exclusiveness of the pho- 
togravure appeals to all advertisers 
who have a high-class proposition 
to submit to persons of culture. 
The halftone is invaluable for 
cheap work, but it has little artis- 
tic quality. The photogravure, on 
the other hand, has a real art value 
which is appreciated by persons 
of taste. No relief method of re- 
production illustration can equal 
the richness and range of ‘tones’ 
possible in intaglio plates. The 
use of photogravures is growing 
among advertisers, and where 
large appropriations are spent in 
fine literature they are valued be- 
cause they lead readers to preserve 
advertising matter. With the im- 
provement and cheapening of the 
process they will have a much 
wider field.” 


Avs and jokes without a point are 
painful, but the man who _perpetrates 
them is generally the last to find it out.— 
White’s Sayings. 


aac liane 
CATCH LINE OF WELL KNOWN 
ADVERTISER. 














“HOW’S YOUR WIRING?” (SCHOENBERG). 
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DETAILED STATEMENT Lar est ‘ 
Dewark Evening Pews g 
FOR APRIL, 1903. a » 
54,274: Girculation 
DAYS. APRIL. IN 
| a 
| | | New Jerse 
; 54,169 if 
6 54,189 A newspaper whose circulation is in 
7 53,982 the homes of every city and town in 
: Be 36 Northern New Jersey and all along the 
J Coast. 
it yt _ High a character and thoroughly 
13 53,973 I) k 
14 53.510 
A) ae ge 
17 54'187 t j I) 
ig | 53381 Vening News 
20 55,202 TWO CENTS. 
# |.38a |}  Bewark 
| Beate 
1 ER) sunday 1 
28 54,198 THREE CENTS. 
29 54,216 
30 53,952 Bey bie ae to / sony Newark 
ike a blanket.”—PRINTERS’ INK. 
Net Total. |) 1,411,128 1y-The circulation of the NEW- 
ARK EV i t 
re | 54 974 three times larger than that of ony ottiat 
Net Monthly ’ daily paper published in New Jersey, 
Aver.. 1902 50 352 about nine times larger than that of any 
= en 3 other daily in Newark, and about two 
Oven 1008) || BoD] any Sanday newspaper in New Jersey 


Actual Net Circulation During April, 1903, 1,411,128. 

Daily Average, 54,274 Net. 

{2@ Samples, waste, unsold and returnable copies not included in this statement, 
which is the actual net circulation. 

Total Run During April, 1903, 1,471,295. Daily Average, 56,588. 

State of New Jersey, County of Essex, ss.: WILLIAM P. HENRY, being duly sworn 


deposes and says that he is the Business Manage’ 


r of the NEWARK EVENING NE and 


that the above given statement of the actual net circulation of the Aes EVE 


NEWS during the month of April, 1903, is true 


IN 
WM. P. HENRY, 


(L. 8.) Subscribed and sworn to before me this Second Day of May, A. D., i 


908. 
CHAS. F. DODD, Notary Public. 


M. LEE STARKE, Manager Ceneral Advertising, 
TRIBUNE BUILDING, NEW YORK. 


TRIBUNE BUILDING, CHICAGO, ILL. 


E. A. WESTFALL, New York Local Representative, 
TRIBUNE BUILDING, NEW YORK CITY. 
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Mr. GEorGE B. CRATER, 


advertising manager of _ the occurred on a Sunday a short time 
Charlotte, N. C., Observer, one of ago, at Raleigh, the State Capital. 
the most enterprising papers in the Mr. Crater and the newsboys rush- 
South. The four boys assisted ed the Observer editions on Mon- 
Mr. Crater in getting up what was day afternoon into Raleigh, mak- 
deemed the best advertisement the ing the 168 miles run in record 
Observer ever had. Being the time, dispensing the news there be- 
only Monday morning paper in fore the capital city papers awak- 
the State it made a big scoop in ened to what had transpired in 
fully covering a tragedy that had their midst. 
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The American Newspaper | 
Directory for 1903 shows | 
| 
| 
THE | 
| 
Ph TSBURG Press | 
| 
. , l 
to have a larger circulation | 
than any other newspaper 
published ia Pittsburg. | 
{ 

C. J. BILLSON, 
NEW YORK AND CHICAGO. } 





BY GEORGE ETHRIDGE, 


READERS OF FPRINTERS' 
CRITICISM OF COMMERCIAL ART 


From the illustration of a Lauter 


advertisement, here reproduced 
and designated as No. 1, we gather 
the interesting fact that Lauter 


Company Pianos are open Mon- 
day and Saturday evenings. 

generous space having been deyot- 
ed to the publication of this fact, 
it is, of course, proper to assume 
that Lauter Pianos remain closed 





OPEN MONDAY amd SaTURDAY BVENTHOR 


Nol 


at all other times. It is reasonable 
to assume, although the fact is 
not stated, that this particular 
brand of piano is equipped with a 
time lock, or some similar me- 
chanism, which prevents its being 
put in commission at any time ex- 
cept Monday and Saturday even- 
ings. It may be that this piano 
meets a long felt want. No doubt 
there are many callous souls who 
will hail with delight a piano which 
which must remain silent, except 
two evenings a week. The man 
with no music in his soul and the 
man whose nerves give way when 
Susie practices can easily arrange 
to be away Monday and Saturday 
evenings. The illustration of this 
advertisement, by the way, is a 
king among freaks. The colored 
lady at the left is evidently opening 
a packing case with a jimmy. At 
the top of the picture—if it may 
be called a picture—we see two 
dim and distant figures engaged in 
what seems to be a_ wrestling 
match. This is evidently an out- 
door scene, as is shown by the 
patch of shrubbery in upper right- 
hand corner. This sort of illustra- 
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COMMERCIAL ART CRITICISM 


INK WILL RECEIVE, 





33 UNION SQUARE, N.Y. 


FREE OF CHARGES 
MATTER SENT TO MAR ETHRIDGE. 







tion seems to be enjoying consid- 
erable vogue just at the present 
time. It is an effort to be weird, 
and queer, and _ peculiar—and, 
therefore, presumably artistic! The 
result speaks for itself and needs 
no comment. It seems that a very 
large number of earnest souls are 
working overtime in the effort to 
produce illustrations for commer- 








OPEN MONDAY AND SATURDAY EVENINGS 
No.2 








cial purposes which shall be en- 
tirely new and original. These at- 
tempts are almost uniformly un- 
fortunate, resulting in weakness 
and loss of real advertising power, 
It is gratifying that the majority 
of advertisers still prefer clearness, 
distinctness and forcefulness, and 
will doubtless agree that No. 2 is 
a considerable improvement. 


A PLEASANT REMINDER. 

A well known St. Louis firm has a 
unique method of soliciting return or- 
ders. When their bookkeeper goes 
through the ledger, on the first of the 
month, making out statements, whenever 
he comes to an account that is closed and 
which has been settled promptly enough 
to make the customer a satisfactory per- 
son to do business with, he writes the 
name and address on a statement just as 
though a monthly account was to be 
sent to him. Of course figures are not 
filled in, and across the face of the 
blank is stamped the following: 

You don’t owe us a cent. 

Why not send us an order? 

Your credit is good. 

The first impression the customer gets 
is that he is getting a statement of an 
account supposed to be due. Since he 
knows the account is closed he looks 








again, and it would seem only natural 
that the message rubber-stamped on the 
he pleasantly impress 
Louis Merchant, 


statement should 
ed on his mind.—St, 
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FIGURES CANNOT LIE. 


THE MINNEAPOLIS JOURNAL does not claim—it proves. 
Ata heavy expense a careful canvass is being made of each block in 
‘Minneapolis, with the following result up to April 30th, 1908 : 


4,681 Average Residences Visited— 
3,908 JOURNAL Subscribers. 
662 Evening Tribune Subscribers. 
884 Morning Tribune Subscribers. 
70 Flat Buildings Visited— 
1,154 JOURNAL Subscribers. 
169 Evening Tribune Subscribers. 
156 Morning Tribune Subscribers. 


During the month of April THE MINNEAPOLIS JOURNAL 
carried 79,156 lines more advertising in twenty-six issues (evening) 
than the Minneapolis Tribune in fifty-six issues (morning, evening 
and Sunday). 

If you want to make your advertising in Minneapolis a paying 
investment you should use THE JOURNAL. Lying, ridiculous 
claims as to circulation do not produce results. ‘‘The proof of 
the pudding is in the eating.” 

M. LEE STARKE, 


Teens Valdas, Mgr. General Advertising, Tethaee, Bante. 





AN EXCEPTIONAL 
ADVERTISING MEDIUM 


RAND RAPIDS, MICH., is the best town throughout the Central States in 
which to introduce new proprietary or food products. This is due largely to 
the great and continued prosperity of its world renowned furniture factories. 

Another important factor is the business education of its people. The latter applies 
very closely to the advertising business. The time required to sella certain amount 
of goods depends upon the conditions and education of the customers. The educa- 
tion comes from the dail wo and the one important point of this market is 
its great educator—T' HE E NING PRESS, which is known to all 
prominent advertisers by the unique position it occupies in the advertising field. 
THE EVENING PRESS has had a phenomenal growth. We have 
watched its circulation grow from 7,000 to the present 35,000 mark, and during this 
time we have used its columns for a varied class of advertising business. Further- 


more, we have yet to find an evening news = g which, with a like appropriation, 
d 


will sell as many goods in their particular fie It covers the territory more closely 
than any newspaper we know of in cities of 100,000 population or more, It circu- 
lates 20,000 papers in Grand Rapids, which is about one to every house, and with 
the rural and inter-urban routes, 15,000 subscribers have been added to the city cir- 
culation within a radius of 150 miles of Grand Rapids. We will gladly vouch for 
its circulation, its character and its value as an advertising medium, 


SHAW-TORREY CO., Ltd, 


THE EVENING PRESS. 
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THE FRANK SHOE PUBLIC- 
ITY. 





Very early in his American busi- 
ness career, Mr. Herman Frank, 
the father of Frank Bros., shoe 
dealers at 982 and 984 Third Ave., 
with a branch store at 6th avenue 
and 21st street, New York, learn- 
ed and profited by two mercantile 
truths. The first of these was, that 
though one might gradually reach 
success if one practiced industry, 
economy and all the other virtues 
along the beaten track, if you would 
“arrive” just as surely and very 
much more quickly, you had better 
discover or construct some spe- 
cialty—something original _for 
which there could be created a 
demand. The second truth was 
that one must let people know 
about this  specialty—in other 
words advertise it. 

Herman Frank was a native of 
Waldorf, Germany, and started in 
the retail shoe business in Hones- 
dale, Pa., in 1863. The next year 
he came to this city, bought out a 
local dealer, and began the present 
business, at 79 Avenue A 

As premised, from the start, in 
addition to ordinary shoes, he made 
special ones. He was fortunate 
enough to interest leading sur- 
geons in a special last of his, and 
through their active co-operation, 
built up a much more extensive 
than neighborhood trade. 

As far back as 1880 he was en- 
terprising enough to employ ad- 
vertisements in the local dailies. As 
a result even long before he made 
a change of base, he had built up 
a general fashionable trade, as 
well as the special hygienic cus- 
tom, out of all keeping with the 
neighborhood in which the store 
was located. But soon after he be- 

n advertising, the one remnant of 
ashion which dwelt on the lower 
East side, the “Politician’s Row” 
on 7th street, lost its character, and 
soon after that, in 1890, the busi- 
ness was removed to its present 
two locations. At the same time 
Mr. Frank retired, leaving the 


business to his three sons. 

These have continued the old 
policy. In addition to attracting 
surgeons and doctors through their 
“Doctor” shoe, the reputation thus 
gained built up for them an enor- 
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mous trade among sensible 
for every-day shoes. Their 
freely opened for 


peoele 
boo 

examination, 
show orders from scores of the 
best known social names of the 


country, Rockefellers, Rhineland- 


ers, etc. Another product of theirs 
which has had an enormous vogue 
is a baby shoe which they felicj- 
tously named “The First Steps,” 
The principle of this, which they 
never tire of advertising, is a broad 
toe, to keep the toes outspread, 
thus preventing bow-legs and weak 
spines. That is mainly the prin- 
ciple also of the “Doctor” Shoe, 
forcing the walker to tread and 
place weight on the big toe, as de- 
manded by hygiene. In addition 
to these they are the originators 
of what are called “St. Nicholas 
Hockey Boots,” adopted by all 
the leading athletic clubs and col- 
leges, and said to be the best skat- 
ing footwear ever constructed. A 
minor original product is a ladies’ 
bicycle boot. 

Their advertising outlay is not 
much more than $10,000 a year, 
and is made through an appropria- 
tion. This is devoted largely to 
the daily papers, and they prefer 
the morning issues to afternoon 
editions. 

They have also used other kinds 
of publications, prefering the mag- 
azines such as the Ladies’ Home 
Journal and Scribner’s. Some- 
times they have inclined to trade 
journals also. But through thick 
and thin they have «clung to the 
medical journals, 

For the past ten years they have 
done some mail order business, 
never more than at present, about 
ten per cent of their total volume 
of trade. Although their mail 
orders come from all parts of the 
country, seemingly, they have never 
pushed this phase, for when asked 
about it, the reply was, “We prefer 
to deal face to face with customers 
where possible.” Most of the 
business done by mail is direct 
orders elicited by advertisements. 
This is facilitated by easily grasp- 
ed self-measurement instructions. 
Consequently they largely obviate 
correspondence, and have little 
need of circulars and booklets. All 
inquirers are answered by a per- 
sonal letter. Although they have 
a little European trade, they con- 

















cede this comes through personal 
recommendation. 

While not doing a great deal of 
outdoor display, they make this 
most effective. The bizarre and 
outre figures they have shown on 

sters and fences have been wide- 
f commented upon. As they say, 
“Once see one of these figures, 
you will never forget it.” They 
are indeed figures worthy of the 
cleverest cartoonist, and the strik- 
ing colors employed add to their 
eficiency. They have wisely had 
these figures reduced and repro- 
duced on cards, for store and 
house-to-house distribution. “But,” 
they add, “we cannot trace direct 
results to these; we only know that 
they have certainly assisted in pop- 
ularizing our name.” 

Asked whether the neighborhood 
of the great department-store of 
Bloomingdale Bros., harmed them, 
they replied, “Not a bit. So little 
of a general trade have we, that 
we do not feel them. As proof 
of this, I would cite that we own 
the property three doors below us, 
and we rent the store to the Doug- 
las shoe people. In fact within a 
stone’s throw there are no less than 
four other shoe stores. They may 
all be competitors of each other, 
but we do not regard one of them 
as our competitor. 

“One little fact,” added Mr. 
Frank, will show you how few 
perfect feet there are in the world, 
and consequently what a market 
there is for our ‘Doctor’ shoe. 
When Kenyon Cox, the great 
sculptor, was looking for a per- 
fect female foot to portray a 
Trilby, offering a marble copy to 
the lady whose foot should be ac- 
cepted, we offered a prize in con- 
junction. Yet among the hundreds 
of ladies who came here in answer, 
we did not secure an acceptable 
one. But we secured one valuable 
thing in that connection,” said: Mr. 
Frank with a chuckle and a twin- 
kle,” we got columns upon columns 
of free advertising, from any num- 
ber of periodicals and publications, 
tn town and out of town, daily pa- 
pers, trade journals, humorous pa- 
pers, magazines and I do not know 
how many other kinds.” 

J. W. Scuwartz. 


—_— + o>—_ -—_ 
_ Poor advertising does a good ar- 
ticle an injustice. 
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JUNE 10th. 
Special Issue 


OF 


Printers’ Ink 


THe Cuicaco News’ list of 
names of persons interested in 
advertising has recently been 
placed at the disposal of the 
publishers of Printers’ Ink for 


their exclusive use, and a 


— copy of PRINTERS’ INK 
of the issue of Wednesday, 
June 1oth, will be mailed to 





every name on the list, for the . 


purpose of obtaining subscrip- 
tions from such as are not al- 
ready numbered among the 
Little Schoolmaster’s pupils. 

Announcements calculated 
to interest advertisers will be 
well placed in the proposed 
special issue of Printers’ INK, 
and no extra charge beyond the 
ordinary rates will be demand- 
ed for that special issue. 





Advertising copy 
must be in hand 
one week in ad- 
vance, viz., on 


WEDNESDAY, 
JUNE 34d. 











For further information ad- 
dress PRINTERS’ INK, 10 Spruce 
Street, New York. 
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ELECTRICITY. 


Rowell’s American Newspaper 
Directory, in its list of class pa- 
pers, enumerates seventeen separ- 
ate periodicals devoted more or 
less exclusively to the treatment of 
matters appertaining to electricity. 
To decide upon the comparative 
merits of these from a cursory ex- 
amination of a list is impossible. 
The circulation rating isa factor, the 
subscription price another; date of 
establishment has a bearing too, so 
also the frequency of issue. When 
all of these have been considered 
an’ examination of the papers 
themselves will throw still more 
light on the comparative import- 
ance of the publications. It is not 
to be expected that an advertiser 
using the columns of any single 
one will be able to appeal to all 
persons interested in_ electrical 
matters, but a careful study of such 
information as is available will 
doubtless enable an inquirer to 
select two or three that are prob- 
ably better calculated than the 
Others to serve as a medium of 
communication with those persons 
who read publications of this class 
because interested in electrical age 
matters. 

WEEKLIES. 


SAN FRANCISCO, CAL. 


MININ AND ENGINEERING 
REVIE AND ELECTRICIAN: 
Saturdays; sixteen pases 10x1: 4 ubscrip- 
tion $2; established T. J. Fitzsimmons, 
editor and publisher. Office, 429 Montgomery 


). 
Cipeulation : x * se ‘Sse in fant, Zi Z. 
4:38: Bor de 1h00, 5. 3.59257 or Obl, Tai2; 
MINING. A “AND SCIENTIFIC 


mg 


trical ney -t ae rier vaubeer ri Sion 
wo es x16; subse on 
established {900; J. # Halloran, editor 


and hs Office, 30 Maree st. st. 2-8). 
" ‘Actual averse -, 1895, 
2576. In 1606, ¢ Goi gn iss g7, YA é tual 
900, Ga ya. 
Oe TF: Actual average for 1901,9,31 o 
NEW YORK CITY. 
ELECTRICAL REVIEW: Snuteve 
papi i, O18, subeor -two Ly men one 
pages 0} estal 
1881; Chas. W. Pri ae William Hand 
Browne, Jr., technical editor; Electrical Re- 
view Publishing Company, publishers. Of- 
fice, 13-21 Park row (5 
reulation: In ie and 1895, G. In 1896, 
. in 1897, ¥. In 1898,yH. In 189,yI, In 
—_ cone publisher asserts, never, for soe 
ten years printed less than 4 00: In1 


Aerts af overage ve Ee. "212 (60). 


Saturdays; electricity; seventy- 
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LEADING CLASS PAPERS CONSIDERED. 


two to one hundred and twent es I 
established 1 I ies rr 


oun $3; 

D. Weaver, editors; Medes. 
Publishing Co., publishers. Office, 114 Lib- 
Circulation: Actual Si 

r ons ci average for *) 
9.31): F, Actual ae e fi 
1896, W061. m4 1897, ¥e In 1 
In 190, yG. In 1901, tie, 

lisher ‘asserts, never mR as 
edition as 7,500. In 1902, yG. 

CHICAGO, ILL. 
WESTERN BLECTRICIAN; Satur. 
8; electrical ; ory: mo pages 11x15; 
subscription $8; establ 887; WK reid. 
riding” and foe omee lacqualls 
u 
Circulation: In 1895,1, In 1896,G. In 1897, 
+e) ae smallest 5,100. ‘In 1898, 1G. 
ms +) fgg In 1900, yH. In 1901, yH. 


NEW YORK CITY. 
telly tw BICERY 3 rpg cise 
cc ~~ ty el es 10x131¢; su 
n $250; lished 1801, : Electricity News 
pa —~ 3 pan editors and publishers, 


stre 
Rating varied om G in 1892 
89%, 2,833. 


a. tn in 1h yi I. In 1900, y¥. 


ym 
an 


In 1901, yi. In 
MINNEAPOLIS, MINN. 
IMPROVEMENT BULLETIN; 
Saturdays; a ape Serge and elec- 
tricity ; thirty- ; subscription 
established ‘a02! a C. ja editor; The 
hapin Publishing Company, publishers; 
issue also a monthly edition. 
Civenlations In 189, H. In 1896, H. In 
1897, Y. os, yi. In 1899, a In’ 1900, yI. 
In 1901, in 1902, yI. 
SEMI-MONTHLY. 
NEW YORK CITY. 
ESSIVE AGE; semi- 
.< electricity and water; cs 


PRO 
monsnly ; “5 
; subscription $8; esta’ 
editor; Pr: 


ot reas: 
ine Gon publish ishers. 0 


Sse Circulation “sxx.” 
MONTHLY. 


NEW YORK CITY. 
CAN ELECTRICIAN} 


AMERI 

monthly; electrical and steam engineer- 
in one hundred and sixteen pages 
Oexi8 ; eulso at $1; anes 1889; 
McGraw ny, editors 
and publishers. Qtiee,i1¢118 a (8-8). 
Circulation: I {fore 
for 1896, 12,208) for 193, i 3 fora 
year ending with Bi for a 
year ending —* uns, 00, f ‘or a 

it i 255 


ear ending with 
for 


1902, 17,291. 

CENTRAL barron, monthly; elec- 
trie lighting anc forty pages 8x11; 
subscription $1: ectablished June, 1901; Geo. 
T. Hanchett, editor; H. C. Cus! ushing, Jr., pub- 
lisher. Office, 220 Broadway. 

Circulation: Actual aograos for a ysar 
ending with — 1902, 3, anager 
RANCISCO, 

JOUR N a L oF ELECTRICITY, 
POWER AND GAS; monthly; 
cuginooring: sixty pages 9x12; subscription 
$2; established 1895; Geo. P. Low, ed 
Journal of Electricity Pubiishing Co., -_ 
lishers. Office, 144 Union Square ave. . 8). 
Vireniation: In 1897, “smu.” A vera 
fn’ 898, 1,726. In’ 1899, yi. In 1900, vf 
n1901,y3. Actual average for a year end 

ing with June, — we ae 


NATIONAL ELECTRICAL CON- 
TEACTOR | momenly 5 electrical: twenty- 
eight pag 0; subscription 50 cents; 
establi hed. ovaniber 1901; W. H. Morton, 

















editor; National Electrical Contractors’ As- 
sociation, publishers (3—3). 
Circulation: Actual average for 1902, 


TRICAL AGE; monthly; el 
mon 3; @ a 
es hundred and twenty: four 
9x12; jaubsoription $1; established 1883; he 
Rtoal Age (It (Inc.), publishers. Office, 20 
stree 
tion: Accorded, H BE fron 1891 to 1895. 
Cire et tn 1897, 896, 71. In 1899, yI. 
In 1900, yl. In 1901, yI. in 1902, (z—6) H. 
e oe ween, <n 
NIN mon mining and elec- 
erat gy four to to fifty-t two es 6x9; 
bscription 1; established 1893; i 
strong editor and publisher (3—3 
Circulation: In Ls “URL.” 899, zi. 


for 190, 1, Sad jor 10, 
16081 for ihe, 1 731 


oo RIER’S ‘POPULAR ELECTRI- 
monthly; electrical; tattooed iho, 

gia fi ription 60 cents; es 
E. T. Bubier, editor; Bub ier Pub’ lishing Com: 

y, publishers (2—8). 

reulation: In 1 ublisher asserts, 
smallest 1,500. In 1895," + Publisher cage 
that no edition in 1896 was less than 2,000. In 


1897, ¥. In 1898,yI. In 1899,yI. In 1900.21, 
In 1901 Jay Jblisher asserts, never less 
than 1 1,000. : <= average for 192, 1,500. 
AN IONS OF 7 THE AMER- 
R. 
Rime E OF ELECTRIC- 
3. monthly; electricity; 
thirty. aosteas undred and twelve 
6x9; dubscription 8; eotablished ' 1884; Editing 
mm 
and publishers. Office, 26 Cortland street. 
Circulation: In 1895, Actual average 
for 180, 1:38; « In 1897, Y, Actual aver 
e z dae yl. In 1900, yI. 





ws ie 

AMERICA N ELECTRIC AND 
APRs ae Deda g 
nts; forty pages 74x 38 p- 
tions ; established gneery:. ‘a American 
Patents Publishing Co. editors*and 
publishers. Office, Le pioie ‘buliding. Cir- 

culation “1kL.” 


The Mining and Engineering 
Review, Mining and _ Scientific 
Press, Improvement Bulletin, Pro- 
gressive Age, American Electri- 
cian, Science and Industry, Jour- 
nal of Electricity, Power and Gas, 
Mining and the American Elec- 
tric and Automobile Patents 
Monthly are not devoted exclus- 
ively to electricity. Only nine 
publications therefore are devoted 
entirely to this specialty. 

CIRCULATIONS. 


Circuiations expressed in letters instead of 
plain es are elucidated by the KEY 






seven thousand five hundred, - F 
four thousand 
twenty-two huhdred and ‘fitty, - 
one thousand, - 
one thousand, - - JKL 
The Directory Editor takes pains to explain 
that: “* Letter ratings are given only in cases 
where papers will not or at least do not furnish 
information upon which an exact and definite 
rating may be 
A personal inspection of recent 
copies of the seventeen periodicals 
enumerated above produces the im- 
pression that among the seven 
weeklies first place has to be ac- 
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corded either the Electrical Re- 
view or the Electrical World, both 
published in New York City. The 
subscription price is the same in 
both cases, viz., $3 a year. The 
World in times. past appears to 
have been more ready to convey 
information on the subject of its 
circulation but to have grown less 
communicative in recent years, 
while the Review has improved in 
that respect. In the latest issue of 
Rowell’s Newspaper Directory the 
Review has the highest circula- 
tion rating, the World, however, 
appears to carry more advertising, 
having in its issue of April 25th 


eighty-four pages as _ against 
forty-four in the Review of 
same date and the World’s 


advertising rates are higher than 
those of the Review. The Review 
claims to be “The Pioneer Electri- 
cal weekly of America.” The 
World is a consolidation with the 
Electrical Engineer. The Review 
receives the so-called gold marks 
in the American Newspaper Di- 
rectory. indicating that quality of 
circulation is to be considered in 
connection with its advertising 
rates rather than quantity. To a 
cursory observer it is not exactly 
evident wherein the quality of the 
Review is superior to that of the 
World. On the whole it would 
appear that so much may be said in 
favor of each as would justify an 
advertiser in using both rather than 
to discriminate between them. 

Next to the two weeklies consid- 
ered above, consideration would be 
extended to the Mining and Scien- 
tific Press of San Francisco. It 
bears all the ear marks of a well 
managed and prosperous class pa- 
per. 

Passing from the weeklies to a 
consideration of the monthlies the 
eye is immediately attracted to the 
business like and prosperous ap- 
pearance of the American Electri- 
cian, a journal of practical, electri- 
cal and steam engineering. It is 
published by the McGraw Publish- 
ing Company, who also issue the 
Electrical World, and is sold for 
the popular subscription price of 
$1 a year. It has a better record 


ir. the Directory for straightfor- 
ward circulation reports than be- 
longs to any other electrical publi- 
cation, carries 82 pages of ad- 


4 
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vertising in its May issue and in 
every way indicates that it is of 
premier importance in its peculiar 
field. 

Aside from the four periodicals 
especially mentioned the advertiser 
can judge of the comparative abil- 
ity of the others to serve him by a 
careful examination of the record 
of each as reprinted above from 
the catalogue descriptions as they 
appear in the latest issue of the 
American Newspaper Directory. 


PRACTICAL KNOWLEDGE NECES- 
SARY. 


The man who solicits advertising finds 
a practical knowledge of adwriting and 
adsetting a necessity. Among regular 
advertisers there is generally some one 
who looks after the writing of the ad- 
vertisements who possibly has knowledge 
sufficient of the practical part of the 
printing business to enable him to make 
up his copy and know how much space 
will be necessary to make his ad look 
well. Again, this same man who has 
been accustomed to writing for a certain 
size space, may want a larger space, 
may want a whole or half page and is 
not sure just how much copy he should 
have. Here is where the advertising 
solicitor with the practical knowledge 
has a decided advantage over the man who 
has not. Knowledge enables him to offer 
suggestions as to display lines, sub-heads, 
indention, rules, border, size of figures, 
position, cuts, etc. But there are a wage 
new advertisers—firms just starting, who 
want to advertise and who have no reg- 
ular man—no one in particular to la 
out their competes. o such, a solici- 
tor who can offer suggestions as to 
space and illustrations, and the general 
makeup, as well as edit their copy, can 
certainly wield a great influence. It 
has been my experience that there are 
but few business men who take kindly 
to gee | They will listen to sug- 
gestions and entertain - plans for a 
campaign that you may offer, but when 
it comes right down to the writing and 
selecting the space, and doing the prac- 
tical part of the work, they would rather 
find some one else who will do all this 
for them. There are a class of business 
men who want to advertise, but if you 
approach them and suggest such a thing 
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as taking space in your paper, they de 
clare “ are doing all they cah afford 
to do. If you go to them with a well 
written advertisement, with a dummy 
about an article that you have noticed 
in their store, or a little scheme that 
you have thought out for them, or a 
catchy phrase that will represent their 
business, in other words do their think. 
ing and observing for them, and present 
them with the result of your thought 
and observation, you will seldom fail to 
be rewarded. It’s the old story of the 
man who had nothing to do but to carry 
the bricks and the mortar up_ three 
stories while “the man on top did all 
the work.” It’s much the same way 
with many business men of to-day, if 
you will do the observing, thinking, 
planning and drafting—if you will pre- 
sent the whole to them in dummy form 
so that they get your idea clearly and 
are impressed with it, the chances are 
they will do all the work of giving you 
an_order. ; 

But there is practical knowledge of 
another sort which must not be over- 
looked. That is the »ractical knowledge 
of the business to be advertised. It is 
not to be expected that a solicitor must 
know a business from one end to an- 
other, but he should have a knowledge 
of the important parts of the business. 
If it is implements, he should know when 
it is time to advertise, field seeds, weed- 
ers, cultivators, corn planters, etc. There 
is a time, a specific time for everything. 

A solicitor who knows the time for 
advertising, can offer a good suggestion 
for an ad, can put his idea on paper so 
it will be plain, can offer practical sug- 
gestions as to the amount of space, the 
position it should have, the length of 
time it. should run and what should 
follow it, has got the qualifications to 
start him on the right road. 

A successful advertising solicitor must 
have not only practical knowledge, but 
must be observing, quick to put his ob- 
servations to good use, But the main 
thing after all, is practical knowledge. 

mrs E. Downine, 
Advertising manager, Messenger. 
pate NE Sait a 

Frrzs do not favor advertised articles. 
They like goods to remain on the 
shelves.—Progressive Advertiser. 

————_ ~e-+—_——_ 


ADVERTISING and enterprise are close- 
ly associated, and the purchasing public 
{s not backward in recognizing this fact. 
—Progressive Advertiser. 





To THE 


Birmingham Ledger 


The American Newspaper Directory for 1903 accords 


LARGEST DAILY CIRCULATION IN ALABAMA 

















BUYING REGAL SHOES. 
New York, May 7, 1903. 
Editor of Printers’ Inx: 

I feel a peculiar satisfaction in the 
letters of Messrs Kershaw and Totten, 
because I have heretofore felt that the 
Regal Shoe people discriminated un- 
justly against me, and I have wondered 
if it was the size of my feet that made 
them so loath’ to add me to their list 
of happy users. 

However, we have all admired Mr. 
Kershaw’s feet on the Press Club’s table 
and know that in his case the contract 
would be more favorable to the manu- 
facturer, and that the trouble with the 
Regal folks is evidently “pure cussed- 
ness.” 

Several times I have endeavored to 
buy Regal shoes, and the last attempt 
was the result of the very excellent 
advertisement that won the Retail Ad- 
vertising Contest in Printers’ INK. 

I found the Nassau street store full 
of customers, and provided with but 
two salesmen. After fifteen minutes’ 
wait, I was thrown a pair of shoes and 
saw that it was up to me to put them 
on myself. They didn’t fit, so I asked 
for another pair and got glared at as 
though I’d stolen something. The next 
pair came along in about ten minutes, 
and while I didn’t like them, I decided 
they must do, until the man next to me 
pointed out that the tips were entirely 
different. This seemed to amuse the 
salesman and he told me to take them 
off. It was a warm day and I was black 
in the face with stooping over and the 

tspiration was rolling down my collar, 
ut I managed to get them off, threw 
them fairly accurately at the salesman 
and went to a store on the next block 
where I found courtesy and shoes that 
matched. 
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IN EL PASO. 
Et Paso, Tex., May 4, 1903. 
E. Katz Advertising Agency, Temple Court, 
ew York: 

GenTLEMEN—We note that Rowell News- 
paper Directory gives the El Paso Times a 
circulation of 5,341 daily and 6,178 Sunday. 
We wish to protest against these figures as er- 
roneous and as doing the Hera/d a serious in- 
justice, This will be your authority for advis- 
ing Rowell & Co. that the Hera/d will pay the 
expenses of any authorized auditor whom they 
may send to El Paso to investigate circulation 
figures in this field, The Heva/d’s carrier 
lists, mailing lists, post-office receipts, print- 
paper bills and cash book wili be open for in- 
Spection atany time. We expect other papers 
to be equally frank, and in case their claims 
are not substantiated we fee) that the Herald 
should be set right before the advertisers of 
the country. Yours truly, 

Heratp News Co. 


Cbs 
teehee 
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NOTHING NEW. 
52. Lafayette Place, 

: New York, May 9, 1903. 
Editor of Printers’ Inx: 

We notice in a recent issue your com- 
ment on the fact that the publishers of 
Success in their April issue announce 
that they will indemnify readers for loss 
through any fraudulent advertisements 
that may gain admission to that paper. 
Your article seems to convey the idea 
that this is a new thing, but I want to 
call your attention to the fact that the 
American Agriculturist Weeklies has 
been publishing a guarantee of this kind 
for several years past, and I inclose 
herewith a copy of it as it appears in 
every issue of our three publications: 
American Agriculturist, New York; 
Orange Judd Farmer, Chicago; and the 
New England Homestead, Springfield, 
Mass. We are glad to see that our 
contemporaries are appreciating the de- 
sirability of this action, as it has been 
our experience that our subscribers re- 
spond more freely to announcements 
when they know they are entirely safe 
in doing business with our advertisers. 

Yours very truly, 
Orance Jupp Company, 


Jemrne 


waineihieais aguipetbilincadeces 
POOR BUSINESS POLICY. 
“Tue Farm JourNat.” 
PHILADELPHIA Pa., May 7, 1903. 
Editor of Printers’ INK: 
May I add another voice to the chorus 


Secretary. 


of criticism of the service supplied in . 


the Regal Shoe stores? At two of the 
Philadelphia stores with which I am 
acquainted the force of salesmen is so 
“miserably inadequate” that it is with 
reluctance that enter them. Surel 
to permit a customer to have this feel- 
ing is poor business policy. 

Very truly yours, 


——_ + 
HIS DESIRE. 
Mtssouta, Mont., May 6, 1903. 
Editor of Printers’ Ink: 

It is my desire to get a publication 
that is devoted to circulation. That is, 
one that will help one to boost the cir- 
culation of a newspaper. For instance, 
I have charge of the Missoula depart- 
ment of the Butte Miner. I thought 
that perhaps there was a monthly publi- 
cation printed somewhere that t could 
subscribe for. It is my desire to have 
one of the biggest circulations in this 
section. Respectfully, 

Frank. 
+e 

Some advertising writers are almost 


human in their selection of the proper 

mediums, and others come very near be- 

ing sensible in the preparation of copy.-~ 
ite’s Sayings. 








BERLIN LETTER. 


(Special to Printers’ INK.) 
Bern, April 24, 1903. 

Many thousands of dollars are 
annually wasted by American ex- 
porting firms and other corpora- 
tions striving to obtain a foreign 
market for their products by flood- 
ing the German, Austrian, Russian 
and other continental European 
markets with catalogues and 
pamphlets in the English language 
and where mechanical or scientific 
measurements are given in the de- 
nominations which are jargon in a 
country where the metric system 
has prevailed for many years. It 
is a pure waste of money and fre- 
quently I call upon German busi- 
ness men who complain that’ the 
American, or rather the Yankee 
business man, may be clever and 
enterprising but that he has not 
yet discovered the greatest draw- 
back to further invasion of Euro- 
pean markets, namely, to send cat- 
alogues in foreign languages and 
with mechanical denominations, 
price lists in the standards prevail- 
ing in the country where he seeks 
his markets. 

* ok * 


After many somnolent years 
German advertisers are presently 
awakening to the fact that they 
may also create new markets for 
their products by advertising in the 
United States. The exports from 
Germany to the United States are 
increasing from month to month 
to such an extent that within a few 
years Germany will have an annual 
trade balance in its favor, especial- 
ly in view of the partial destruc- 
tion of American import trade b 
the operation of the new tari 
bill. To meet this demand an In- 
ternational Advertising and Trade 
Agency has been established with 
branches in all the larger conti- 
nental cities and headquarters in 
this city. Berlin firms are now 
thoroughly embued with the mod- 
ern American reklame spirit, as it 
was termed sarcastically until the 
leading merchants here discovered 
the truth of Macaulay’s maxim 
“Advertising is the foundation up- 
on which a business man’s success 
must be built.” i 

+o 


One of the leading furnishing 
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houses of this city, occupying a 
whole square with its massive em- 
porium, sends your correspondent 
a richly designed pamphlet which 
shows that German advertisers are 
not slow in copying Yankee me- 
thods. The house makes its ad- 
dress in English to the American 
colony residing in Berlin which has 
increased to large proportions since 
the “American Invasion,” and has 
created a demand for American 
household furnishings. This ad- 
vertiser says, in rather grandilo- 
quent style: “As two electric 
poles glow intensively as they ap- 
proach each other so it is with the 
old and the new world. The giant 
strides which America has made 
on all sides strongly bear the 
mark of that co-operation which 
the German element has always 
contributed to the attainment of 
those ideals which the American 
nation as a whole has striven to at- 
tain. The relations between the 
United States and the Fatherland 
are becoming closer and closer. 
We therefore extend a royal wel- 
come to all who come here and 
take up their abode on this side of 
the ocean in the quest of knowl- 
edge, for the sake of business, art 
or health, be it temporarily or per- 
manently. Man is naturally con- 
servative and prefers to have his 
surroundings homelike. To enable 
our friends from the States to sat- 
isfy their taste in a way agreeable 
to them a number of articles es- 
pecially adapted to American tastes 
have been imported lately, etc.” 
* * * 


In fact German firms are dis- 
playing an enterprise in advertis- 
ing which largely accounts for the 
tremendous strides of German for- 
eign commerce. The government 
aids Germany’s exporting ‘houses 
by placing 1ts consular reports at 
the disposal of large firms. The 
large Hamburg exporters, for ex- 
ample, issue their catalogues and 
adyertising circulars in Spanish, 
Portuguese, German and English 
for the South American trade. 
There are even Chinese and Jap- 
anese catalogues for the extension 
of business in the far East. 

The American Chamber of Com- 
merce, composed of all the Ameri- 

















cans in Germany conducting 
American _ business, has been 
obliged by irresistible circum- 


stances to change its policy from 
a social and nominally co-operative 
society into a defensive organiza- 
tion and proposes to don armor 
and go into the field to secure 
justice for the American business 
men in te Fatherland. Not alone 
the tariff and the appraisement ma- 
chinery are employed to throw ob- 
stacles in the way at the very gates 
of entry but the courts as well 
render judgment in favor of 
German defendants or prosecutors 
when the adversary is an Ameri- 
can. Frequently claims submitted 
to courts by American business 
men are thrown out for no insuffi- 
cient reason and all sorts of pre- 
texts and complicated interpreta- 
tions of law are employed to de- 
prive the Americangbusiness man 
of due justice. The Chamber of 
Commerce proposes to take up the 
battles of its individual members 
and form a Protective Alliance. 
At the same time the constitution 
in its preamble sets forth that the 
purpose of the American Chamber 
of Commerce of Berlin is to pla- 
cate commercial hostilities between 
Germany and the United States 
and bring the two countries to a 
more amicable tariff agreement 
than exists at present. 
+ * * 


American electrical firms are be- 
ing hard pressed in this market be- 
cause of the combinations of Ger- 
man firms being organized against 
this branch of the “American In- 
vasion.” The Westinghouse Com- 
pany is the principal target for 


these German combines while the p 


General Electric Company of the 
United States discreetly seeks pro- 
tection under the wings of the 
Union Electricitats Gesellschaft of 
this city. German manufacturers 
and business men who find the 
American competition becoming too 
keen are now preparing for a com- 
bined move to make the American 
trade nil. The opportunity pre- 
sents itself with the application of 
the new exclusion tariff. In the 
same way German manufacturers 
of tobacco and retail dealers all 
over Germany including the pro- 
vinces, have banded into a protec- 
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tive league to fight the American 
Tobacco Company. The Ameri- 
can Tobacco Company declared 
war recently by launching its pre- 
mium system. The company se- 
cured possession of the Jasmatzi 
Cigarette Company, near Dresden, 
and is negotiating for the posses- 
sion of other companies. The 
Jasmatzi Company has increased 
its output over fifty per cent by 
the system of voluminous advertis- 
ing and the giving gratis of prem- 
iums including everything from 
card cases to automobiles to those 
who bring in the largest number 
of slips taken from Trust cigar- 
ettes. This “Amerikanische rek- 
lame” has aroused much bitterness 
among the manufacturers of cigar- 
ettes as well as retailers. The To- 
bacco Company endeavored some 
time ago to make its hold on the 
market in this city secure by buy- 
ing up a firm controlling several 
hundred retail corners. But this 
firm resisted the offers made by 
Mr. Duke and joins in the fight 
against the American Tobacco 
Company. The premium system, 
however, is a grand success here. 
For Germans are not accustomed 
to receiving anything for nothing. 
But the practice comes under the 
head of “unfair competition.” 
Numerous -complaints have ‘been 
launched in court against the rep- 
resentative of the American To- 
bacco Company and it remains to 
be seen if it will have to abandon 
its aggressive premium tactics. 
vie 
nee sila imal 

It is concentration that counts. The 
flame of a candle applied direct is more 
uncomfortable than the diffused heat of 
a blast furnace.—Saturday Evening 
‘ost. 

THE advertiser who uses valuable 
space to secure inquiries and tries to 
sell the inquirer by using second-rate 
follow-up material, is in the same class 
with the huntsman who bought an_ ex- 
pensive outfit and used blank cartridges. 
—Mahin’s Magazine. 


TO THE 


Manitoba Free Press 


published morning and evening at Win- 

nipeg, the American Newspaper Direct- 

‘or 1903 gives a higher circulation 

i to all the other 

daily ne pu —y in the Can- 
ined. 














WEEKLY AD 
CONTEST 


For the purpose of fostering 
an ambition to produce good 
advertisements, retail and 
others — PRINTERS’ INK con- 
ducts this weekly contest. 

Any reader or person may 
send an ad which he or she 
notices in any newspaper for 
entry. 

Reasonable care should be 
exercised to send what seem to 
be good advertisements. Each 
week one ad will be chosen 
which is thought to be superior 
to any other submitted in the 
same week. The ad so chosen 
will be reproducedin PRINTERS’ 
Ink, if possible, and the name of 
the sender, together with the 
name and date of the paper in 
which it had insertion, will also 
be stated. A coupon, good for 
a year’s subscription to PRINT- 
ERS’ INK, will be sent to the per- 
son who sends the best ad each 
week. Advertisements coming 
within the sense of this contest 
may be taken from any period- 
ical, and they should preferably 
be announcements of some re- 
tail business, including bank 
ads, real estate ads, druggists’ 
ads, etc. Patent medicine ads 
are barred. The sender must 
give his own name, the name 
and date of the paper in which 
the ad had insertion. All ad- 
vertisements submitted for this 
purpose must be addressed 
Weexkty Ap Contest, Care 
Editor PRinTERS’ INK,10 Spruce 
Street, New York. 
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TWENTY-SECOND WEEK. 


In response to the competition 
announced here sixty advertise- 
ments were received in time for re- 
port in this issue. The one repro- 
duced on the opposite page was 
deemed best of all submitted. It 
was sent in by Jos. T. Hurley, 
2403 Kenton street, Cincinnati, 
Ohio, and it appeared in the Post 
of that city of May 6, 1903. A 
coupon as provided in the condi- 
tions of the contest was mailed to 
Mr. Hurley. The other fifty-nine 
advertisements appeared in the fol- 
lowing thirty-nine periodicals: 

Augusta, Me., Kennebec Journal; N., 
Y. City, American; New York City, Mc- 
Clure’s Magazine; New York City, Pow- 
er; Irvington, N. Y., Cosmopolitan; 
Schenectady, N. Y., Gazette; New Or- 
leans, La., Times-Democrat; Philadel- 
phia, Pa., Record; Knoxville, Tenn., 
Sentinel; Babylon, Y., South Side 
Signal; Wilkesbarre, Pa., Record; New 
York City, Harper’s Magazine; Chester, 
Pa., Republican ; "Philadelphia, Pa., Tele- 
graph; Hartford, Conn., Globe; Wor- 
cester, Mass., Magazine; Cleveland, O., 
Plain Dealer; New York City, Times; 
Canton, O., Repository; St. Catharines, 
Ont., Standard; Philadelphia, Pa., Sat- 
urday Evening Post; Indianapolis, Ind., 
Sentinel; Chicago, Ill., Inter-Ocean; San 





Francisco, Cal., Examiner; Franklin, 
Pa., News; Anniston, Ala., Star; St. 
Louis, Mo., Republic; St. uis, Mo., 


Globe-Democrat; St. 
Dispatch; Chicago, 
Philadelphia, _Pa., orth American; 
Somerville, Mass., Reporter; Toronto, 
Ont., Globe; Elmer, N. J., Times; Chi- 
cago, Ill., Mahin’s Magazine; Philadel- 
phia, Pa. Evening Bulletin; Waynes- 
field, O., Chronicle; Chicago, Ill., Rec- 
ord-Herald; Bijou Theatre Programme, 
New York City. : 

The managing editor of Print- 
ERS’ INK would like to see still a 
wider range of country covered 
wherefrom advertisements are sent 
in to take part in the contest. For 
this reason he would be pleased to 
have publishers send in the names 
of their retail advertisers, who 
might be interested in reading the 
Little Schoolmaster. To such 
names sample copies will be mail- 
ed free of cost. Help the dealer 
to create an interest in intelligent 
advertising and you will surely 
help your own advertising patron- 
age. Those retailers, who are al- 
ready readers of Printers’ INK 
appreciate the helpful suggestions 
and ideas which they get from 
the paper and as Printers’ INK is 
the best advertising school it 
should be in the hands of every 
progressive young business man. 


Louis, Mo., Post- 
Il., New ‘Voice; 
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ABRAHAM LINCOLN has wisely said that “All the peo- 
ple can not be fooled all the time.” Apropos to this, it might 
be said that there is nothing wherein there is more deception 
than Carpets. The varieties are limited and qualities likewise. 
Good taste in picking out desirable patterns to match rooms is 
very essential, as well as a knowledge of quality. 

In these two all-important features we assist customers. We 
not only show all the grades and styles, but explain the qualities 
and give you a guarantee with them. ALL CARPETS 
WILL FADE more or less in time, if exposed to the sun, but 
some fade quicker than others, according to quality and color; 
these we warn you against. Every piece of goods in our estab- 
lishment is marked with the price in plain figures. We give you 
values, but don’t claim to sell at 50 per cent below cost, except 
in case of remnants. 

RUGS AND MATTINGS have a big cali this season of 
the year, and in these lines we are particularly strong. Oriental 
Rugs we do not carry, but far surpass them in beauty and per- 
fection of figure in our Velvet, Axminster and Tapestry effects, 
that fit any room, last a lifetime and are much less in price. 

Our MATTINGS are direct importations from China 
and Japan, and show the best handiwork of both these coun- 
tries in unique and striking styles and patterns not seen else- 
where. 

In Oil Cloths and Linoleums we can give you the same as. 
surance and for good, reliable quality in everything to fit out the 
home complete; you save money and get the best results by 
dealing with us. 





Race, Above Fourth. Largest House Furnishers in the State. 
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LEADING NEWSPAPERS. 













CONSIDERED BY GEOGRAPHICAL DIVISIONS AND 
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(The circulation ratings 
the American Newspaper Directory. 
carried out do not furnish information 
lation rating may be based.) 


THE SOUTHERN STATES. 


The compilers of the United 
States census divide the country 
into five separate sections called 
the North Atlantic, South Atlan- 
tic, North Central, South Central 
and Western Divisions. The South 
Atlantic and South Central Divi- 
sions comprise what advertisers 
generally speak of as the Southern 
States. They consist of Delaware, 
Maryland, District of Columbia, 
Virginia, West Virginia, North 
Carolina, South Carolina, Georgia, 
Florida, Kentucky, Tennessee, Al- 
abama, Mississippi, Louisiana, 
Texas, Oklahoma, Arkansas and 
the Indian Territory. These States, 
Territories and the District of Co- 
lumbia include something less than 
one-third of the territory, some- 
thing less than one-third of the 
population and about one-fifth of 
the newspapers of the entire Unit- 
ed States. The circulation of the 
newspapers of the Southern States 
is generally smaller and more 
local in character than is commonly 
the case with those published in 
the North Atlantic or the North 
Central Divisions. 

Below is a complete list of all 
newspapers and periodicals in the 


iven are based upon the April, 1903, issue of 


The papers against which no figures are 
upon which an exact and definite circu- 


Southern States that are believed 
to issue regularly as many as 5,000 
copies. 


DAILY. 
Baltimore, Md., News.......... 41,533 
Atlanta, Ga., Journal........... 37,828 
Louisville, Ky., Times.......... 36,750 
Washington, b: C., Evening Star33,748 
Richmond, Va., Times-Dispatch. . 27,662 
Memphis, Tenn., Com’l Appeal. .27,506 
Louisville, Ky Evenin Post. . -26,895 
Baltimore, Md., World.........26,474 
New Orleans, La., States...... 18,693 


Guthrie, Okla., Okla. State Capital18,306 


Memphis, Tenn., Ev’g Scimitar. .16,491 
New Orleans, La., Item......... 16,259 
Nashville, Tenn., Banner........ 16,073 
Birmingham, Ala., Ledger....... 13,980 
Birmingham, Ala., es 465-40" 13,433 
PO, Si, Wilvcccccuscess 13,384 


3 

Covington, Ky., Kentucky Post..12,449 
Montgomery, Ala., Advertiser. ...10,890 
Norfolk, Va., Virginian-Pilot. ..10,793 
Wilmington, Del., E’y Ev’g and 

CONN sic 6066 00 Kndnewe's 10,337 
Houston, Tex., Chron. and Her’d. 9,749 
Wilmington, Del., Morning News 9,485 


Birmingham, Ala., Age-Herald... 8,402 
Dallas, Tex., Times-Herald..... 8,090 
Wheeling, W. Va., News........ 8,026 
Knoxville, Tenn., Sentinel...... 7,701 
Meridian, Miss., Press......... 7,592 
acksonville, Fla., Metropolis.... 7,018 
Vilmington, Del., Ev’g Journal. 6,408 

FU) “TO, CH Wavev cscs 6,178 
Copies, th. Gey - ee Vacev cscs 5,777 
Guthrie, Okla., Leader.......... 5,632 
Waco, Tex., Times-Herald...... 5,612 
Tampa, Fla., Morn. Tribune.... 5,608 
Norfolk, Va., Dispatch......... 5,09 
San Antonio, Tex., Light....... 5,00: 


Baltimore, Md., American 
Baltimore, Md., Morning Herald. 
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Baltimore, Md., Sun........... —— Woodward, Okla, Live Stock 
Richmond, Va., News-Leader....—— EROPECWE. 6 cccccvececescees 1780 
Washington, D. C., Post....... —— Washington, D. C., Am. Inventor 8,195 
Atlanta, Ga., Constitution...... —— Nashville, Tenn., Merch. and Mfr. 6,560 
Louisville, K Courier Journal. .—— Memphis, ‘ Tenn, Cotton and Farm 
Louisville, ad Commercial..... —_—_ Ee a 6,1 
New Orleans, La., News........ —— Oklahoma, Okla., Okla, Farm 
New Orleans, La., Picayune..... —- Journal (Sub. soc. y’r.)..... a 
New Orleans, La., Times- Democrat Atlanta, Ga., Southern Cultivator 
Nashville, Tenn., News......... —_— and Dixie Farmer..... ——— 
Fort Worth, Tex., Register...... se MONTHLY, 
go ne WwW > a D. C., Home Mag. _ 
tlanta, Ga., Journal....... 34,105 Sub. 25¢ yr.) bn serwetnee 1535 
— , "ligt SS 30,216 Nashville, Tenn., S. S. Maga- 
Dallas, Tex., News............. oo zine (Sub. soc y’r.)....... .46, 683 
Baltimore, Md., American....... —— Washington, D. C., Postmasters’ 
Nashville, Tenn., American...... Advocate (Sub. 50c y’r.)...29,701 
7 o, A :. a “a Southern uralist - 
Memphis, Tenn., Com gpent. 96030 _. (HARD BOS Wiidoccccevesdses 25,083 
iomken, _ ee OS sete ore Richi, Va, Ag Mission Jour- 
Montgomer Ala., sete. - 14,625 nal (Sub. 5c y’r.) eoenoudd 24,136 
Wheeling, Ww. ‘V eee +305 Baltimore, Md., Farmers’ & Plant 
Wilmington, Del., Sun. Morn. Star 7, 722 ers’ Guide (Sub. 25c y’r.). “18 1327 
Baltimore, Md., "American....... Washington, D. C., Postal Rec'd. 16,958 
Baltimore, Md., Morning ne Rockport, Ky., Colonel (Sub. 
New Orleans, ‘ta. Picayune. ... ——— eS PR rE ee 15,62 
New Orleans, La., Times- a. —<——- Covington, Ky., Commonwealth. saa 
Louisville, Ky., Courier- -Journal. . — Nashville, Tenn., Missionary (Sub. 
Nashville, Tenn., American..... a 50c yr.) ofncnbewndeesétneu 12,762 
Fort Worth, Tex., Register...... —— Chattanooga, Tenn., So’n Fruit 
WEEKLY. Grower (Sub. soc FSP coves 11,20. 
Washington, D. C., Nat. Tribunero4,599 Atlantd, Ga., Alkahest.......... ae 
Memphis, Tenn,, | Com’! Appeal seed: Va., Musical Million 
Se) ree 74,318 (ae: 908. BE Dais si csetas 10,791 
Guthrie, Okla., Okla. Farmer. .22,178 Washington, D. C., Granite Cut- 
Guthrie, Okla., Okla. ‘re Capi- Oe . DOGS co00exesecacen 0,421 
tal (Sub. soc ® hse) rrr 21,222 Newport, Ky., Labor héceta 
Louisville, Ky., r. Observer. .18,094 (Sub. SS = eae 9,911 
Nashville, Tenn. ., Chr. Advocate.14,241 ae; > "7 . Feld und Flur (Sub. 
Montgomery, Ala., Advertiser. ..12,841 SP ee 9,433 


Little Rock, Ark., Ark. Methodist10,000 Nashville- Tenn., Prog. Teacher. 8,400 
Memphis, Tenn. ts Jewish Spectator 9,793 Dalton, Ga., Music Teacher we 

Nashville, Tenn., Gospel Advocate 9,462 Home Mag. (Sub. F y’r.). .8,333 
Atlanta Ga., Christian Index.... 9,276 Henderson, Ky., K’y Workman. . 33 
Nashville, Tenn., Epworth Era.. 8,638 Richmond, Va., ‘Atlantic Ed’l J’n’l 7,716 























Guthrie, ane Leader (Sub. 50c. Ww ashington, D. C., Forestry and 

PRD 50:5 5:9:0004 0045 F080 sews s 8,412 ert 4 6,766 
Seabreeze, Fla., Freedom....... 8,000 Washington, D. C., Records of 
Raleigh, N. C., Biblical Recorder. 7,635 Ce A, cnéan sch vant bevens 5,000 
Louisville, Ky., Baptist Argus...6,896 Louisville, Ky. Med. Progress.. 5,000 
New Orleans, La., Southwestern Wastengees, ». C., Nat’l Hibern- 

Christian Advocate......... Re .. .:- | Biswas sh bonis sue deena — 
Little Rock, Ark., Search-Light.. 6,249 Setlennen, Md., I. O. H. Advocate 
Birmingham, Ala., Ala. Christ- mes > Va., V a. Farmer (Sub. 

fan Advocate......csecceeee 6,231 WIAD os hc osbbvesabto kun -_— 
Waxahachie, Tex., Enterprise... 5,392 Washington, D. C., Am. Federa- 
Lexington, N. C., Dispatch..... 5,000 SIND. ives gabe etl aiee ited aire ——— 
Atlanta, Ga., Constitution eb ege Washington, D. C., Machinists’ 
Washington, D. C., Pathfinder... —— Monthly Journal............ —- 
Dallas, Tex., B. <a pecan vert —— Washington, D. C., Pat. Record. 
Baltimore, Mad., piteevetaes — Nashville, Tenn., Confed. Veteran 
Birmin ~~" Ala., "aan Herald... ———_ Baltimore, Md., Gospel in All 
Louisville, Ky., Pentec’l Herald Dt Ka ssaweeesenasieiness a 
Nashville, Tenn. ., Cumb. Presb’n. Chattanooga, Tenn., Tri-St. Farm. 
Dallas, Tex., Texas Stock and and Gard’r. (Sub. soc y’r.) 

Farm Journal oWdscvcessesos —— Nashville, Tenn., Review of Mis- 
Washington, D. C., Post....... — sions (Sub. sm iP eyreee ee 
Atlanta, a Sunny Piet (Sub. Little Rock, Ark., tk. Home 

le 2) ee —— Seeker (Sub. soc y’r.)..... —— 
Fulton, ia Am. Bap. Flag..... —— Georgetown, Del., East. Shore 


Louisville, Ky., Courier-Journal. . Farmer and Fruit Culturist 
Baltimore, Md., — ser. -— Ce WOR WED os nos atveoees aneqpeien 
Columbia, S. C., Weg of Faith..—— Washington, D. C., Bull’n of the 
Austin, Tex., Firm i — Bureau of Am. Republics... —— 
Dallas, Tex., Farm and Ranch...—— W: ae. . C., Feather (Sub. 


Dallas, Tex., Texas Farmer..... *) PA BERR ph Dey re — 
BI-WEEKLY. WwW wshingtan, —— of 
Moravian Falls, N. C., Yellow the Ruights Ys ode aes —. 
Jacket (Sub. soc y’r.)...... 19,800 BI-MONTHLY. 
SEMI-MONTHLY. Grantham, Ind. Ter., Natural 
Louisville, Ky., Home and Farm Farmer (Sub. roc y’r.)...... _— 
(Sub. soc y'f.)..crceccees 104,289 DELAWARE. 


Louisville, Ky., Masonic Home 


Journal....-.s+sss+esere+e++9,662 Delaware is, with one exception, 
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the State of smallest area, having 
less than 2,000 square miles of 
surface. Its population is less than 
200,000. Aside from Wilmington it 
has no city or town of so much as 
5,000 population. The Philadel- 
phia papers reach the people pretty 


generally. — 

The leading newspapers of Dela- 
ware are: 
Evening Journal........++++++ Daily, 6,408 
Every Even’g & Commercial..Daily, 10,337 
Morning News........ss++ee06 Daily, 9,485 
Sunday Morning Star.......... Sealy, 7,722 


Aside from those named above, 
all published at Wilmington, no 
daily or Sunday paper in the State 
is believed to issue regularly so 
many as 5,000 copies. 

MARYLAND, 

Maryland covers more square 
miles than Massachusetts, but has 
but little more than one-third as 
many people, and of these nearly 
half dwell within the city limits of 
Baltimore. The State issues about 
200 newspapers, but only 26 of 
those printed outside of Baltimore 
get credit for issuing so many as 
1,000 copies regularly, and of these 
the only one having credit for 
regular issues exceeding 3,000 


copies is: 
Cumberland...Evening Times D., 4,692 
It is plain that in Maryland the 
newspaper situation is dominated 
by Baltimore. The ‘best-known 
daily of that city, one of the best 
known in America, is the Baltimore 
Sun. It has made its owners 
millionaires, is more conservative 
than the New York Herald is now 
and as old fogy as the Philadel- 
phia Ledger ever was, but advertis- 
ers who seek Baltimore trade still 
use the Sun. What its circulation 
amounts to is not known. The 
Baltimore papers to be considered 
are: 
American, 
American, 
Morning Herald, 
Morning Herald, 





pyongny 


News, » 41,533 
Suan e patil aiags 
World, +» 26,474 


DISTRICT OF COLUMBIA. 
The District of Columbia is the 


city of Washington, the capital of yj, 


the nation. The circulation of its 
daily and Sunday papers is confin- 
ed more closely to the city limits 
than would be true of the papers 
in any other place that can be 
named. On the other hand, its 


weeklies and monthlies secure a 
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widely separated clientele through- 
out distant States and Territories, 
Advertisers seeking to reach the 
people of Washington make use 
of the following papers: 

Evening Star........ aily, 33,748 
POSt..cerecevcescoes Daily and Sunday, ——— 


The Washington Star is consid. 
ered one of the ten or twelve choic- 
est advertising mediums that can 
be named among all the dailies 
published throughout the United 
States. 

VIRGINIA. 

Virginia has about the same area 
as Ohio, but less than half as much 
population, and issues less than a 
quarter as many newspapers. 

The only daily or weekly papers 
in the State believed to print as 
many as 5,000 copies regularly are 
the following: 





Norfolk ...... Dispatch D., J 
Norfolk .,.... Virginia Pilot,  D.. ron 
Richmond, ... News Leader, D., 
Richmond....Times-Dispatch, D., 27,662 


WEST VIRGINIA, 

West Virginia is smaller than 
the State of Maine, has a larger 
population than Connecticut and 
prints more papers than either of 
the States with which it is here 
brought into comparison. Not- 
withstanding the number of papers 
it prints its people must get their 
reading matter from other States, 
largely, for the only daily or week- 
ly papers in West Virginia believ- 
ed to print so many as 2,000 reg- 
ularly are: 





Parkersburg. .Sentinel, D., 2,304 

Piedmont..... Independent, W., 2,049 
Wheeling..... Intelligencer, ¥ 

ews, D., 8,026 

News, S., 8,305 

Register, .—— 


NORTH CAROLINA. 

North Carolina has a larger area 
and larger population than Virgin- 
ia, and prints more newspapers— 
246 in all. It has no large city, 
and its population is spread over 
the State with considerable ap- 
proach to an even distribution. 

Its principal newspapers are: 








Charlotte.....News, D., 3,118 
Observer, D., 4,500 
Times-Democrat, S-w., 3,206 

Fayetteville ..N. C, Baptist, W., 4,704 

xington.... Dispatch, +» 5,000 

Raleigh....... Morning Post, Dz, 

News & Observer, D., ——— 
Biblical Recorder, W., 7,635 
Chris. Advocate, W., 





Progressive Farmer, W., 

Aside from those named, there 
is not believed to be any daily, 
semi-weekly or weekly in the 

















State printing as many as 3,000 
copies regularly. 
SOUTH CAROLINA. 

South Carolina has about two- 
thirds the area of Pennsylvania 
and about as much population, all 
told, as the city of Philadelphia. 
About 140 periodicals are issued 
within its borders. 

Charleston... ‘pom and Courier, D., 
Columbia, ....Stat D., 
People’ 's Recorder, W., 
Way of Faith (Re- 

ligious), 





5,777 


w., 
Ww 





Newberry .... Lutheran ‘Visitor, i 
Spartanburg ..Southern Christian 
Advocate, 
Aside from those mentioned 


above, no daily or weekly in the 
State is ‘believed to issue regularly 
as many as 2,000 copies. 
GEORGIA. f 
Georgia occupies a_ territory 
nearly one-quarter larger than the 
State of New York, has nearly 
one-third as many people, and is- 
sues about one-sixth as many 
newspapers. It is called the Em- 
pire State of the South, and offers, 
perhaps, a more promising field to 
the advertiser than any other sit- 
uated south of Washington and 
the Ohio River. Its leading news- 
paper center and principal city is 
Atlanta, outside of which no daily 
or weekly gets credit for issuing 
regular editions of so many as §5,- 
000 copies. . 
The leading papers of Georgia 
and the only ones that get credit 
for daily or weekly issues exceed- 
ing cand copies regularly, are: 
Atlanta ......Constitution, 
Constitution, 
Journal, 
Journal, 
Christian Index, 
Sunny South, 
Wesleyan Christian 
Advocate, 
Columbus..... Ledger, 
Savannah..... Press, 


There are several monthly and 
semi-monthly publications, with 
considerable circulations, which 
may be found worthy of an adver- 
go attention if duly investigat- 
ed. 








’ 3,500 





FLORIDA. 

Florida has one-sixty-fifth of the 
area and but one-one-hundred and 
fortieth of the population of the 
United States. It has but four 
towns with more than 5,000 popu- 
lation. The principal papers are: 


Jacksonville...Florida Times - = 





and Citizen, 
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acksonville.. Metropolis, Ss 8 
fan peocese Gee Tribune, ke 1608 


ALABAMA. 

The general advertiser who has 
in mind appealing to the people of 
the over three million square 
miles, composing the area of the 
United States, has nearly eighty 
millions of people to interest and 
more than twenty thousand peri- 
odicals to choose from. In the 
State af Alabama he will find over 
one-fortieth of the entire popula- 
tion, nearly one-seventieth of the 
territory and one-eighty-fifth of the 
newspapers. There are in the 
State ten towns having more than 
5,000 people, and of these three 
have more than 30,000. Twenty-two 
towns have papers issuing regu- 
larly more than 1,000 copies: The 
leading papers of the State are: 





Birmingham...Age-Herald, D.. 8,402 
Age-Herald, WW. 
Ledger, D., 13,980 
News, D., 13,433 
Christian Advocate »W., 6,232 

Montgomery. . Advertiser, ’D.. 10,890 
Advertiser, S., 14,625 
Advertiser, W., 12,841 


Aside from these there are no 
papers in the State credited with 
issuing regularly so many as 5,000 
copies. 

MISSISSIPPI. 

Mississippi, with about the same 
area as New York State, has a 
larger population than California, 
and issues of all sorts over 200 
periodicals. Among them all, but 
17 get credit for regular editions 
exceeding a thousand copies. But 
one paper in the State is believed 
to issue more than 5,000 copies 
regularly. 
Meridian......Press, 

LOUISIANA, 

Louisiana has about the same 
area as Pennsylvania, a total popu- 
lation somewhat larger than Phil- 
adelphia, of which nearly one- 
fourth is in New Orleans. Near- 
ly 200 newspapers are printed, but 
only one outside the principal city 
is believed to issue regularly so 
many as 1,200 copies. The best- 
known newspapers are: 
New Orleans..Picayune, D. and S., 

Times-Dem., D. and S., 

But larger daily circulations are 

accorded to: 


D., 7,592 











New Orleans..Item, D., 16,259 
News, } 
States, D., 18,693 
States, -W., 





One religious and one trade 
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journal are worthy of considera- 
tion in connection with advertis- 


ing in Louisiana: 
New Orleans,.S’western Christian 


Advocate, +» 6,756 
La. Planter & Sugar 
Manufacturer, W., 3,000 


Aside from those named it is not 
supposed that any other Louisiana 
daily or weekly prints regularly so 
great an edition as 3,000 copies. 

TEXAS, 

Texas has the greatest area of 
any American State. In popula- 
tion it ranks sixth. Only eight 
other States print so many news- 
papers. San Antonio is the largest 
city, Houston second, Dallas third, 
and Galveston fourth. 

The leading newspapers are: 








Austin ........Firm Foundation 
(Disciples), w., -—— 
DOB. civeves Morning News, D., —— 
ews, S-w., -—— 
Times-Herald, D., 8,090 
Baptist Standard, W., ——— 
Express, w.,-—— 
Farm and Ranch, W., —— 
Southern Mercury, w., -— 

Texas Baptist and 
Herald, W. _ 

Texas Christian Ad- 
vocate, w., —- 
Texas Farmer, —_— 

Texas Stock and 
Farm Journal, W., —— 
World Hustler, W., = 3,691 

Denton....... Denton Co. Record 
andChronicle, W., 2,744 
El Paso ...... ae, D., 31248 
Times, D., 6,178 

Fort Worth... Register, D., 
Register, z.. 

Galveston..... Tribune, D., 4,570 
Houston...... Chronicle & Her’ld, D. 9,749 
‘ost, D.. 13,384 
Post, 1S., 21,148 
Post, S-w., 30,216 
San Antonio... Light, D., 5,008 
South’n Messenger, W., 4,975 

Freie Presse Fuer 
Texas, w., -— 

' Texas Stockman & 
Farmer, W., 4,000 
Sherman...... Democrat, W., 4,250 
Victoria....... Deutsche Zeitung, W., 3,064 
WACO. .....000 Times-Herald, D., 5,612 
Waxahachie . . Enterprise, 54392 


The papers catalogued above in- 
clude all dailies and weeklies in the 
State believed to publish as many 
as 2,500 copies regularly. The 
best known, and perhaps the best 
newspaper in Texas, is the Galves- 
ton News, and it fails to have a 
place in the small list of Texas 
papers here shown because no in- 
formation available has tended to 
show that it prints so many copies 
as to entitle it to representation 
here. 

KENTUCKY. 
Kentucky has about the samearea 
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as Ohio, a little more than half as 
numerous a population, and about 
300 periodicals. The newpaper 
field is dominated by Louisville 
and Cincinnati. 

Louisville Publications. 
Commercial, D., 
Courier-Journal, D., S. &W., 
Evening Post, D. 26,895 
Times, D., 36,750 
Louisville has an agricultural 

semi-monthly (Home and Farm), 
issued at 50 cents a year, that has 
long been an important factor in 
Kentucky advertising. There are 
also some religious weeklies of 
exceptional importance. 





Baptist Argus, - 6,896 
Christian Observer, Ww. 18,094 
Pentecostal Herald, w., -_— 
Home and Farm, S-m., 104,289 


The principal papers outside of 
Louisville are: 





Covington .... Pos B. 12, 
Fulton sont n Baptist Flag, W., = 
Lexington ,.,. Leader, D., 3,738 
Leader. a & 
Blue Glass Blade, S,, —— 
Owensboro... Messenger, W., 3,600 


Aside from those named there is 
not believed to be any daily or 
weekly in the State issuing regu- 
larly so many as 5,000 copies. 

TENNESSEE. 

Tennessee has an area slightly 
larger than that of Kentucky and 
a trifle smaller population. Its 
newspapers also fall in number 
somewhat below those of Kentucky 
but their circulations average 
larger. 

The leading papers of the State 
are: 

Chattanooga. . Times, D., 


Times, , » 
Journal & Tribune, D., 








Knoxville..... aa 
Sentinel, 7,701 
Holston Christian 
Advocate, +» ©3558 
Memphis..... Commercial Appeal,D., 27,506 
Commercial Appeal,S., 34,910 
Commercial Appeal, W., 74,318 
Evening Scimitar, D.. 16,49! 
Jewish Spectator, W., 9,703 
Nashville.....American, D.,S. & S-w., 
a D., 16,073 
New: D.. —— 
Baptist & Reflector, W., —— 
Christian Advocate, w., 14,241 
Cumberl’d Presby’n, w.. 
Epworth Era, ‘Ww. 8,638 
Gospel Advocate, W., 9,462 
Midland Methodist, W., ——— 
Zion’s Outlook, w.. oo 
Aside from the papers here nam- 


ed it is not believed that any other 
daily or weekly in the State has 
regular issues in excess of 3,000 
copies. 

OKLAHOMA, 
The territory of Oklahoma has 

















a greater area than Indiana and 
more people than Utah or Ver- 


mont. It issues nearly 200 news- 

papers. The leading ones are: 

Guthrie..... -» Leader, D., $632 
Leader w., 412 
State Capital, D., 18,306 


State Capital, W., 21,222 
Oklahoma Farmer, W., 22,178 

Aside from these, no other daily 
or weekly in the Territory is be- 
lieved to issue regularly so many 
as 2,500 copies. 

ARKANSAS. 

In Arkansas the general adver- 
tiser finds one-sixtieth of the area, 
one-sixtieth of the population and 
one-eightieth of the newspapers of 
the United States. It has five 
towns with more than 5,000 popu- 
lation and one with more than 30,- 
ooo. In nineteen towns newspa- 
pers are published that issue regu- 
larly more than a thousand copies. 
It has two dailies, one semi-week- 
ly and four weeklies issuing more 


than 4,000 copies regularly. These 

are: 

Little Rock... Democrat, dD, -_— 
Democrat, w., -—— 
Gazette, dD, -—— 
Advertiser S-w., —— 


Arkansas Ba: tist, W., 

Ark. Methodist, W., 10,000 

Searchlight, W., 6,249 
INDIAN TERRITORY. 

The Indian Territory has about 
the same area as South Carolina, 
a population of nearly 400,000, is- 
sues more than 100 newspapers, of 
which five get credit for regular 
editions of above 1,000 copies and 
one for more than twice as many. 

—_ +o 
ANOTHER KICK. 
106-8-10 North 13th Street, 

PuHILapeLtPuia, Pa., May 12, 1903. 
Editor of Printers’ INK: 

I note a letter from a man in Scran- 
ton on “Regal Shoe.” This is quite 
true. To my sorrow I have frequently 
taken the ad from a magazine and asked 
for the shoe advertised but have never 
got it. Out of the forty or more styles 
advertised I have seen only five. 


Yours, 
M. REID. 








Your adwriters should not go into the 
business with the idea that they can 
make a success of faking—there is a 
business better suited to this idea— 
that of selling gold bricks.—White’s 
Sayings. 


—__+o+ 


In gambling it is well to quit play- 
ing when the game is at its best. In 
advertising it is best to go it all the 
stronger when returns prove that it isn’t 
a game of chance, but a sure means to 
an end.—Jed Scarboro. 
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IN VERMONT. 


Barre, Vt., May 4, 1903, 
Publishers American Newspaper Directory: 

A correspondent informs me that the cur- 
rent issue of the Rowell Directory gives the 
Telegram, of this i, a circulation rating of 
3,727 for 1902. If this statement is correct 
there is either a mistake or a misstatement of 
facts. Recognizing the American as the stand- 
ard directory, I feel that such an incorrect cir- 
culation rating given my competitor is an in- 
jury to my business, and I would like to see it 
corrected. If necessary, I will stand the ex 
pense of finding out the truth. 

Respectfully, Frank E. Lancuey, 

Publisher Barre Daily Times, 

Barre is the third largest city in 
Vermont. Its population is now 14,- 
000. It dowbled its population be- 
tween 1880 and 1890, and again 
between 1890 and 1900. Its growth 
is not equalled by any New Eng- 
land city dependent on its own re- 
sources. Barre is the monumental 
granite centre of the United States. 
Wages average higher than in any 
other New England community. 

——_+99——_—— 

“WELL, THAT’S NICE — BUT 
WHERE DO I COME IN ON 
THIS WRITE-UP?” 

Charles Elley Hall, general staff cor- 
respondent of Leslie’s Weekly, spent a 
couple of days in town this week get- 
ting data an pastsgraghe for an illus- 
trated article he is preparing for the 
magazine he represents, the s 
be devoted to Mohave county and its 
resources. This will be sent broadcast 
over the land, and the article in ques- 
tion as an advertisement for this county 
will be of inestimable benefit to her 
people, coming as it does from the well- 
known writer, Mr. Hall, and published 
in a paper universally recognized as a 
publication of merit. Like all news- 
paper writers Mr. Hall encounters the 
usual indifference on the part of the 
people directly benefited. He meets on 
every hand the usual reply to his appeal 
for supporters to render a little financial 
aid in the undertaking with the state- 
ment, “this write-up will not benefit 
me.”” We are about twenty years be- 
hind the times and a little judicious ad- 
vertising is what is needed to awaken 
the outside world to the resources of 
our wonderful region.—Arizona Arrow, 
Chloride, Arizona. 

eS 2 ed 


A DISAGREEABLE merchant can make a 
store as unpleasant as can a scolding 
wife a home.—White’s Sayings. 

oo 


ject to 





Of the 13 papers published in Arizona 


The Arizona Republican, 


issued at Phoenix, is the only one that es- 
tabhishes a claim to a circulation rating in 


Rem copies Tele probable that no more than 
1 no more 
3 out of the 13 pn te 80 

, but during the first four months 


of 19083 the ARIZONA ‘CAN 
more than 6,000 copies each and every day. 
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NOTES. 


A neat descriptive folder comes from 
the Hotel Low, Bradford, Vt. 


A Fine folder in an odd combination 
of colors comes from Farm and Fire- 
side, Springfield, Ohio. 

An assortment of envelope fillers from 
the Bakers’ Helper, Chicago, gives in- 
teresting facts concerning that publica- 
tion in readable form. 


Two forceful mailing cards are sent 

out by the Shryock Mfg. Co., St. Louis, 
to herald the’ approach of their sales- 
man, Mr. C. H. Reinhart. 
_ Four bright and varied blotters lay- 
ing emphasis on laundry and cleaning 
work come from Miller tice. the Kan- 
sas City laundrymen who advertise. 

From W. N. Durant, Milwaukee, 
Wis., comes a mailing card with a mes- 


sage about “something that counts”— 
the Durant Counting Machine for print- 
ing presses. 


A_NEw acetylene gas lamp for auto- 
mobiles, made by the R. E. Dietz Com- 
pany, New York, is atenely 

a four-page circular whic 
a special introductory offer. 


Dirt is the concise name of a snappy 
little monthly that helps along the 
business of J. C. Mehan & Co., real 
estate men and agents for Western 
farm land, Des Moines, Iowa. 


As a novel method of calling atten- 
tion to their Averill Paints the Averill 
Paint Company, Brooklyn, mails a small 
sample board of the sort exhibited in 
paint stores, accompanied by an explana- 
tory circular. 


explained in 
accompanies 


THE summer time tables of the Mich- 
igan Central Railroad issued from De- 
troit, Mich., contain supplementary mat- 
ter relating to Mackinaw, the St. Law- 
rence River, the Adirondacks and other 
famous resorts, with a fine little article 
upon historic Boston. 


J. W. P. Bunnine, advertising man- 
ager of Hewes & Potter, Boston, sub- 
mits specimens of some neat show cards 
now ing sent out with that firm’s 
summer suspenders, as well a series of 
tasteful blotters and mailing cards that 
are used to inform retailers of the ap- 
proach of traveling men. 


A CONSERVATIVE, convincing twelve- 
age booklet from J. M. Hagerty & Co., 
Journal Building, Boston, describes the 
plans of the Similkameen Falls Power 
and Development Co., which proposes 
to develop water power in Okanogan 
County, Washi on, for transmission 
to mines in that locality. 


Tue Kentucky State Executive of the 
Y. M. C. A. issues a neat booklet con- 
taining a report of progress during the 
past year throughout the State. This 
is the fiftieth year of the Assotiation’s 
work in Kentucky. From Mr. W. S. 
Parks, secretary of the Louisville Asso- 
ciation, comes a packet of attractive de- 

ptive literature, while the Associa- 
tion at Marion, Ohio, sends a souvenir 
programme of a recent athletic carnival 
which was held to advertise its phy- 
sical culture classes. 
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_ A BOOKLET containing summaries of, 
import novelties in pottery, cut glass, 
terra cottas, porcelains and similar art 
objects is issued by L. Strauss & Sons, 
New York. 


Larce tanks made of cypress wood, 
for use on farms, factories and so forth, 
are advertised in_a brief descriptive 
folder from the Cypress Lumber Co., 
Apalachicola, Fla. The arguments are 
good. 


“More Facts and Figures” is a hand- 
some booklet from the Kansas City Jour- 
nal giving information regarding the 
circulation and advertising patronage of 
that daily and its morning edition, the 
Times. . 


A Neat folder from the Arizona Re- 
publican, Phoenix, Arizona, tells of 
prosperous times in that territory and 
— reasons why advertisers in Cali- 
ornia will find the Republican a profit- 
able medium. 


_A SMALL booklet gives a descriptive 
list of all the catalogues issued by the 
Library Bureau, twenty in number. A 
catalogue of catalogues ought to be a 
time and money saver for any large firm 
publishing an extensive assortment of 
literature. 


“CHELTENIAM Book P: 
small booklet from John ickinson & 
Co., New York, containing samples of 
a new series of book stock that has 
been named after the Cheltenham Press. 
It is the forerunner of a larger speci- 
men book containing tables and diagrams 
for the use of those who cut or esti- 
mate paper. 


THe F. W. Devoe and C. T. Ray- 
nolds Co., New York, send out souve- 
nir copies of the catalogue of the Soci- 
ety of American Fakirs, a New York 
artists’ league which holds a burlesque 
exhibition yearly. These catalogues are 
in request among painters, illustrators 
and art students, and the souvenir makes 
an excellent piece of literature for a 
firm dealing in artists’ materials, 


A NovELty that is really new and 
evidently of practical advertising value 
is advertising tape, now being marketed 
by the German Artistic Weaving Com- 
pany, 683 Broadway, New York. This 
tape is flat, comes in spools of 250 yards, 
and has printed upon it any advertising 
matter that may be desired. It is used 
to tie packages, replacing twine, and is 
said to be neater, stronger and less 
likely to tangle. Its merit would seem 
to lie in quick adoption and use, for 
such advertisements depend largely on 
novelty. 


ACCIDENT insurance ought to be a 
most suggestive line of business to ad- 
vertise. or example, the Travelers’ 
Record calls attention_to the fact that 
10,000,000 persons suffered by accident 
in 1900, according to the census taken 
in that year, and seven times as man 
persons were injured as died from all 
causes during the same twelvemonth. 
Accidents are a more prolific cause of 
death than any disease except lung dis- 
eases. Twice as many people are acci- 
dentally killed as die of old age. With 
such a statistical basis to begin with, the 
making of forceful advertising ought to 
be a simple matter. 


ers” is a 
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to know ow hat he Pay he pays yhis hard cash 


ts d otes the page 
tains the details of the publication” 's characte: 


erican New: tory 
superior excellence in quality aS 
tion, if entitled as above, cost 20 
year, 10 per cent discount if paid wholly in 


ALABAMA. 
nea oes an -_ 'E. Rats, Speciat daily. eh for 


Mowsoulatiot gavertioer.. 1908, gu ee 
on for guarant: 
$06 (6), weekly 12,841, Sanday T4625 { ‘s. 


CALIFORNIA. 


Morni ree. dai verage 

102, 4,644 (67 £. Katz, Ei hate, Spostal Agent, N. Y. 

x kland Tribune, dally daily. Average for 192, 
— oe . Katz, Agent, New York. 


rorent Dectel agent sere 


A rong Fre 16s i (81). 


rancisco, Bulletin. R.A. Crothers. Av. 
for ree! Faas 49,159, Sunds —, é 802 (80). 
San a’ J.D. Spreck- 
els. yy — 1908, motes, all #7 cat Tent ried (80). 


COLORADO. 


Domvens Post, ‘ost Printing and Pub- 
lishing Co. ye for 1902, 02, 82.171 9). 


CONNECTICUT. 
Hartford, Times, daily. W.O. Burr. Average 
for 1902, 16,172 (111). 
N H Palladium, daily. ‘or 
1902, 5.500 (is). "E. Katz, vapecial Migent N. ie 4 
New Haven, Union. Av. for 1908, yt hs 15. oet, 
S’y 8,825 (114). EH. Katz, Special Agen 
DISTRICT oe COLUMBIA. 
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paper Co. Average for 1902, for 1902, 88,748 (© ©) (122). 
National Tribune, kt weekly. McEiro & Sh 
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eusDA. 
Jacksonville, Metropolis, daily. Av for 
1902, 7-018 CB). Katz, Special Agent, NY. 

P la, Journal, ex- 
cept Monday, ‘Average for eos, 2.4 2,441 Poet 
ILLINOIS. 

Cairo, Citizen, weekly. Citizen 
ing Dee, 1902, no issue less th than See. asi 
Chicago, Bakers’ Helper, month] 
Clissold. Average for oe 100, 4,050 © 
Chicago, 
ly. Sanders 
Gen. Average first 15 weeks, 1903, 66, 


Chicago, Irrigatio monthly 
Py, Average for reais, Cs Cis 


os 5 — fe ock Repo 16, seo im). = 
y, Jr. iverage ‘or 
Std neta H 


) am: 


Rrostess Geastte, gen 
Pub. Oo. Average for iit, 60,008 


H. An- 


E Chicage. = Ala ht. ony SOc. a year. 
ing January. Ios a B.a8S ¢ ss). Since January, 

1903, New Tho over 100,000 monthly. 
saiias! wz for 1902, 
424, Sunday 171, itis16 ¢ 


= daily. Tribune Co. In 1902, 


Chi 
“weal 


yA @ 








circulation 
ed the eee who believe that an 


denote the average issue for the 
in the  Asnestenn 


etieomente under this caption will aise be accepted 
— r Direc accords the sign ( 
irculation. 


cents per line under a YEARLY con 
advance. 





ion statement, duly s' 
ertiner has a right 


ear indicated. The light-faced 
ewspaper Directory which con 


fro alta to which the 
), the so-called 


nnouncements at lassi 
tract, $20.80 for a full 


SESSANA. 

Evansvil ews. Av. for 1902, d 
11,910, Ho tibos au. (ud). E. Katz, Sp. Agt., N. 
Cooking Club, monthly. Average f 
on cae Only olineri for 
use of Se milies with limited nag 

“Ss and 8’y._ 8’y. Star Pub. Co. 
"y 21,468, S’y 16,585. en. 


Bale 
Bar wk-Eye, daily. J. L. Waite. 
Average br 1902, rey818 Ck) (285). 


Cosmo} 





~My 


News Pub- 


Des Moines, opolitan Osteopath, mon’ 
ly. Still College. sree * ~~ ows (2). 

A Sun, d Carson. 

KANSAS. 

Atehison, Globe, Bate. E. W. Howe. ng 
334). ers to prove 5,200 fame tig 
$o0s. on teatlat any advertising buat. for 

core 
1902, no issue less than /,920 (346). ie, Rate N. 
KENTUCKY. 
rage for I 
Leader. Av. for 1902, d’y 8,788. 

w'y 2800, Sy 4,008 Y. 

B 

wiston, Evening Journs Journal, dail 

tor ie 8640 (©), weekly 15,255 (© ©) Gs). 

Phillips, Maine Woods, yoods,, week . J. W. Brack- 

MABTLARD. 
Baltimore, News, daily. 
rae ‘ah bes 402). 

Farmer and Planters’ Guide. Geo. 

0. Gover. Average for 1902, 18, ro 2T ( ). 


Average for 1902, a3: dss, vy 2, Bat “(323). 
June, 1902, not as low as 4,500 for several yea: 

Hutchinson, News, d’y an d’y and w’y. 

+ my 8 arene op id; "Sais oar J. 

G73). #. Katz, 8. A., N. 
oo Aree for it 048, 49,818 
ett. Average for 1902, 5,416 
lishing Co. Average t 
MASIACED —o 


Boston, Evening Tran es er% 

R. | Transcript Co. Avg. for 1902, 1908, 457 (oo ai (ai2). 
Post, dai Average for 1902, 1. 178 (13 

Largest p. Zz or a. m. sale in New E: = 
East Northfield, Record o' ¢ heen 

mo, Av.for yr. en 1g March March. 1903, tobi ¢ aa. 
Lpuvente, Tel Pub- 
lishing Co. Average for 190 ime rei 
Salem, Little F =F i 

Cassino. Average for 1i0t, 7 mo, Juvenile. ei 

ringfiel Good Housel Housekeeping, m 
tor tna 105,966 (43%). For A ~h- c~ 3 Apri 
1903, 119,000, U advertisements 


Wereester, Evening Post 
Post Co. Average for Soho te 10, 
eres eens 


Detroit, daily. Detroit TimesCo. Av- 
erage tot inne 27.857 (450). 


Ny fre a Ceabilaié 
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(A Roll of Honor— Continued. 








Grand Rapids, Herald, Facene D. 
Conge! 


1G (486 
r. Average for 1902, 20,156 (456 
MINNESOTA. 


Minneapolis, Journal, dail Journal Print- 
ing Co. For 1902, 54,688 (401 4953. 


Northwestern Miller, week weekly. Miller Publish- 
ing Co, Average for 1902, 4,200 (© ©) (497). 


Minnea apelin, Svenska enska Amerikanska Posten, 
weekl Turnblad, publisher. Average 
for 1088, 42.075 (497). 


Average for 


pinncapelie. Tribune, daily. sfvereae fos 


1902 Sunday, ,~ wars 
— weekly. 74,714 


ublican ea Herald, daily. Aver- 
(512). Guarantees 4,000 for 1903, 


MISSOURI. 
Joplin, Globe, daily. Ave += wee, 9,414 
oi). EKate, Special Agent Agent, New “ 


Kaneas City, Journal, d'y a'y and 4 
for 1902, daily 36, 876, weekly 161, ios ou 
Rt. ie. Zeseph. Medical] Herald, month! * comme 
Herald Co, Average for 1902, % 475 ( 


at Joseph, 300 8. 7th St,. Western Mme Grow- 
m’ly. Aver. for 1902, 28,287 (557). Rate 45e. 

pt line. Circulation 30,000 copies guaranteed, 
St. Louis, Medical Brief,mo. J. J. Lawrence, 
A.M.,M.D., ed. and pub. Av. for 1902, 88,058 (663). 


MONTANA. 
Butte, Inter- soantain daily. Average for 
902, 10,101 (573). E. Katz, Special Agent, N. Y. 
NEW masswenrnn. 
Manchester, News, daily. Herb. N. Davison. 
Average for 1902, 7,500 ( 
NEW JERSEY. 


Elmer. Times, weekly. S, P. Foster. 
for 1902, 2,085, (616). 





ogctmnt 8.20 


Average 


Jersey City, Bvsaing Journal, daily. Evening 
Journal Assoc’n. Average for 1962, 1 +582 (619). 


NEW YORK. 
Al bony, Evening Journal, daily. Journal Co. 
Average for 1902, 16,109 (634). 


Albany, Times-Union, ev 
1856. Average for 1902, 1902, 25,2 


evening. Establ. 
294 (635). 


Co. Average for 1902, 10,8 


pore Courier, morning ;Enquirer, even- 
ing. W. J.Conners. Average for 1902, morn- 
ine 48,818, evening 80,401 (641). 


Elmira, Ev’g Star. Av. for bee 7 8,255 (651). 


hamton, Evening Her Herald, daily. Evening 
A 91 (638). 5 


PR dail Forward Association. A 
for 1903, 81, £09 (667). cca 


at my weekly. Police Chronicle 
Pub. Co. Average tor 1 1902, for 1902, 8,650 (679, ). 

Printers’ Ink, weekly. A aR for edverte 
ers, $5.00 per y Rowell & Est. 
1888. Average for | in tab 18,987 (679). 


The Iron Age, weekly, ext by - ( 
wm). a For on ore ti he feo. 
ug ication 1 in n the hardutre te ge Lat. 


an 

Printers’ Ink awarded a sterli eheer Suga: 
Bowl to the Iron Age, mtn as follow . 
* Awa 


rded Ne 720, 1901, 

“by Printers’ Ink, the Little 
“ Schoolmaster in the Art of 
= foarte, to The Iron Age, 
@ canvass- 

“ing ‘of merits lending over 
x lod of ten months, hav- 

- the one uper 


service and 
Sor i 





“tion with a specified class.” Sasa” ad 


The New York Times, daily dally. Adoiph 8. Ochs, 
publisher, 1902 A ee a= 


Seheneectad daily. A. N. Liecty. 
Average for ARS door (718). id od 
Utiea, Press, daily. Otto A. Meyer, publisher. 


Average for 1902, 18,618 5,618 (723). 


Warsaw, Western New Yo New Yorker, Mew Levi 
A. Cass, publisher, Average f for 1902, 8,468 (7%). 


Whitehall, Chronicle, wee matty: Inglee & Tefft 
Average for 1902, 4,182 (726 


NORTH panera. 
Grand Forks, Normanden, week 
den Pub. Co. Average for 1902, 4,8 


OHIO. 
Ashtabula, Amerikan Sanomat, w’y 
wards. Average for 1902, 8,558 (7: 72). 


Cincinnati, Trade Review, m’y. ‘eee & 
Highlands. Av. for 1902, 2,584 (765 


Dayton, News, dai News ht Co. 
Average for 1902, 16,5: 0 (773). 


OREGON. 
Fertiand, Washington Advocate,mo. Order 
of Washington, pubs. Avg. for 1908, 6,040 (826). 


ENNSELVAR: IA. 


S88 (a aa). 


. Aug.Ed- 





Guaranteed by affidavit or persona. 
Ithaca, News, dail - Ithaca naman Co. 
Average for 1902, 8,116 (658). 

Bovburs’, News, daily. Newburgh News 
Printing and Pub. Co. Av. for 1902, 4,257 (666). 
New York City. 

American Machinist, w’y, machine construc. 
(Also European ed.) Av. 1 , 18,561 (OO) “8 

Amerikanische Schweizer Zeitung Ly B- 
Pub. Co.,62Trinity pl. Av. for 1902, 15, ow. 
Automobile Magazine, rye Automobile 
Average for 1902, 8,750 ). 


Caterer, ponthiy. Caterer rub. Co. (Hotels, 
Clubs, and class Rest.). Average for year 
ending with a 1902, t, 1902, 5, 888 (687). 


Clipper, weekly. Frank Queen Pub. Co., Ltd. 
Average for 1902, 26,844 1.844 (OO) wal 


Electrical Review, , weekly. Electrical Review 
Pub. Co. Average for 1902, for 1902, 6,212 (oo) (674). 


weekly. 


neering and 2 10,509, O03 an 
. . 


Est. 1866. Average 1902, 10, 








Erie, Times, daily. Average for 1 10,645 
(843). E. Katz, Special Agent, New ¥ _” 

oof niatetohte, Camera, monthl 

verage for 1902, Cre (871). 

Pandan Farm Journal, patty. Wil- 
mer Atkinson Company, publishers. verage 
for gs B Lay (872). Printers’ Ink pays : 

‘arm 


interests i the United States, and is the best 
medium for pone rural people. 


Py a 
8. hs, pub) 





hia, Public Led 
1908, ¥O ( 


why ieaciphie, Reformed _ Church az 
hst. Average for 1902, 8,574 (868). 


vod . Times, daily. Wm. H. Seif, pres, 
Average for ‘1902, 59,571 (876). 
mt Chester, Local N 
son. ‘Average for 1902. 15,086 ry ona 


“York, Dispatch, dail tch Publishi 
Co. Average tor ! 1902, Pisore (893), Average for 
April, 1903, 8,301, 


RHODE ISLAND. 
Provide mee tail fownal. 15,975 (@®) « 
Sundog nem © Y eon ng Buile Ay Ba av- 
erage # 


rT, Soe. Adolph 


Prov: x, - Joana 6 0.5 publishers. 
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SOUTH CAROLINA. 
daily. State Co., publishers. 
seam oe, ttt 01). 


e_ 
mmercial Appeal Sunda: 
an mati Average, 1908 anally 2t.b06. Sun. 
aad rey A weekly iy 74,818 (927) 
ash Christian Advocate, w Bigham 
een seine tor 1908, 14,241 (20). ie 


TEXAS. 


t Denton Co. Record and Chronicle, 
-_" WC. Edwards. Av. for 1902, 2,744 (945). 








El P Herald. dail: Average for 1902, 
8,40 (946). E. Katz, Special Agent, New York. 


VERMONT. 
Bennington, Banner and Reformer, weekly. 
Frank KE. Howe. Average for 1902, 1,966 wr 
VIRGINIA. 


Norfolk, Dispatch, dai M. Thompson, 
publisher. ” Average for 100m, 5,098 (985). = 
WASHINGTON. 
Seattle, Star, daily. averse for 1902, 11,688 
(997). E. Katz, § Special Agent, New York. 


Spokane, Saturday Spectator, weekly. Frank 
L Average for 1 1902, 5,886 (999). 1 





Co. Av. 190, 18,809 C000). Saturday teowe 18.08. 
WEST VIRGINIA. 


Romney, Hampshire Revie Ino. J. 
Cornwell. Average for — age (10 0). 


Wheeling, News, d’y an News Pub. Co. 
Av2rage for 1902, d’y one, 5 y 8,805 tatty 
WISCONSIN. 


Milwaukee, Evening one ally. 
Wisconsin Co. Av. iz pit 20,748 © » dons, 


Oshkosh, Northwestern. a Pe yioks Print- 
ing Co. Average for 1902, 5,902 (1036 


Raeine, Journal, daily. Journal = ol 
"ane er 1902, 8, 3496 (1038), 


culturist, w’y. Av. for 1902, 
at bis mt1000) yr. edg. Apr. 9, 1903, 28,380, 


BRITISH COLUMBIA. 
Victoria, Colonist, daily. Colonist P. & P.Co, 
Average for 1902, 8,574 (1051). 


MANITOBA, CAR. 
tor 1902, dally 15,841, weekly 10,074 Gos. 


NOVA SCOTIA, CAN. 
Halifax, Herald, Evening Mail, Ho 
Combined average for 1902, fe.8s1 (1060), 














aaa the 6,395 newspapers sup- 


posed to issue more than 1,000 copies 


regularly, 2,820 make definite circula- 


tion statements, and are rated in accord- 


ance in Rowell’s American Newspaper 


Directory. These 


may be termed the 


honest ones and, more so, the intelligent 


ones. hese papers are entitled to a 


place in the Printers’ Ink Roll of 


Honor, on conditions set forth under 


that heading on page thirty-one. 
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' A JOURNAL FOR ADVERTISERS, 
t@™ Issued every Wedne Ten cents a 
Subscription price, five ollars a year, in 
opr. Six dollars a hundred. No back 
RUM SESvinted trom p lates, it is always pos- 
wi 
sible to issue a new edition of five hundred cop- 
ies for ace or a larger eS at the same rate. 


rs desiring bscribe for PRINT- 
ERS ex for the e benefit of advg. 
apgiicetion, obtain special cont ent.al terms. 
odin If any person a ae not paid for it is re- 
PRINTERS’ INK it is becausc some one has 
bed in his — Every — is stopped 
at the expiration of the time aid t 
OFFICES: NO. 10 SPRUCE ST. 
London Agent, F.W. Sears, 50-52 Ludgate Hill,E.C 


NEW YORK, MAY 20, 1903. 


A NEw charge of suppressing 
frauds has been.brought against 
the Postoffice Department by a 
thoroughly reputable man, Mr. S. 
W. Tulloch, formerly cashier of 
the Washington postoffice. Mr. Tul- 
loch asserts that three years ago 
the Comptroller of the Treasury, 
Mr. Tracewell, found irregulari- 
ties in the accounts of the Wash- 
ington postoffice, and employed one 
of the Treasury experts to investi- 
gate them. Mr. Tulloch asserts 
that the inquiry was stopped by 
high-placed officials in the Post- 
office Department, and the expert 
punished for excessive zeal. Mr. 
Tracewell has since testified that 
in 1900 he did find many irregular- 
ities, not to say frauds, in the ac- 
counts of the Washington post- 
office, and disallowed many items. 
On a promise from the postal of- 
ficials that such improper disburse- 
ments should not be continued, he 
agreed, ‘he says, not.to hold the dis- 
ibursing officers responsible. This, 
of course, is substantially an ad- 
mission of the truth of Mr. Tul- 
loch’s charge. Mr. Tracewell also 
acknowledges that the expert em- 
ployed in the investigation was 
punished by being transferred to 
another office, which amounted to 
a reduction in grade. The expert, 
he says, was very efficient, but was 
not sufficiently tactful in his me- 
thods, and some of the persons in- 
vestigated complained of his con- 
duct and demeanor as offensive. 

* 

Curiously enough, the postal of- 
ficials see nothing humorous in 
these adjectives tactful and of- 
fensive. Their attitude recalls the 
adage that “no rogue e’er felt the 
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halter draw with good opinion of 
the law.” The American people 
do not want an investigator of 
frauds to show himself over-tact- 
ful and inoffensive. We regret to 
see that Postmaster-General Payne 
seems to think that Mr. Tulloch’s 
accusations would ‘be disproved if 
they are met with a general denial 
on the part of the accused persons, 
They certainly will not be deemed 
disproved until Mr. Tulloch has 
been called upon to produce the 
evidence for his statement, evi- 
dence which he claims to possess, 
It is high time that President 
Roosevelt should give his personal 
attention to the state of things in 
the Postoffice Department. The 
investigation made in 1900 was 
carefully kept from public knowl- 
edge, and it remains to be seen 
whether any of the persons con- 
victed of “irregularities” have been 
subjected to any penalties. It will 
be remembered that when the 
frauds in the Cuban postoffice were 
exposed, the Postoffice Department 
evinced no eagerness to bring the 
delinquents to justice. We should 
have more confidence in a drastic 
purgation of the department if 
Postmaster-General Payne were 
invited to resign, and if such a man 
as Assistant Postmaster-General 
Bristow were appointed to fill the 
vacancy. It-is quite absurd for 
postoffice officials to imagine that 
the present scandal can be hushed 
up.—Harper’s Weekly. 


Put backbone into your business 
methods and your ads willshowthe 
benefit. No ad man can be stren- 
uous if the management behind 
him is of the milk and water sort. 


From the Hamilton Trust and 
Savings Bank, Chattanooga, Tenn., 
comes a booklet containing the 
usual loan, savings and safe de- 
posit arguments well presented and 
in attractive dress. 


In April, 1903, the Chicago Rec- 
ord-Herald, compared with April, 
1902, gained in advertising 154 
columns, 40 lines, while its near- 
est competitor lost t1 columns, 133 
lines. The Record-Herald has the 
largest known morning circulation 
in Chicago, Daily or Sunday.— 
Publishers’ Assertion. 
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ApverTIsING always has and al- 
ways will be a chief factor in trade. 


Tue far reaching and sometimes 
unlooked for effect of general ad- 
vertising, especially that of patent 
medicines, is attested by the fact 
that in the latest postoffice direc- 
tory we find such names of towns 
as Nervine, Balm of Gilead, 
Cureall, Elixir, Medicus, Panacea 
and Watercure. 


From C. Powell Karr, Plainfield, 
N. J., comes a small booklet en- 
titled “Twice Around the Clock,” 
containing rational and well pre- 
sented arguments on the necessity 
for transferring the advertising of 
a live business to a specialist who 
can give it the benefit of his best 
thought and experience. 


A FORTY-PAGE booklet from the 
Akron Rubber Works, Akron, 
Ohio, gives interesting facts about 
Goodrich Clincher Tires for auto- 
mobilies, chiefly in the form of 
testimonial letters from  well- 
know motorists. The illustrations 
are views of recent vehicles by 
all the prominent makers of the 
United States. The booklet is 
well printed, and will interest any 
motorist. 


Some ads shout and clang in un- 
melodious discord in our ears. 
Some purr and evidence their fe- 
line insincerity. Some coo and are 
too dove-like and take not our 
hand to our pocket save in charity. 
Some bray and we detect the ass. 
He thinks us his brother and we 
will have none of him. But some 
speak! Words that ring true! 
And we read, mark, learn and in- 
wardly digest. 


A FOLDER announces the plans of 
the Chautauqua Daily Assembly 
Herald, the eight-page four col- 
umn paper published during the as- 
sembly season at Chautauqua 
Lake, N. Y. This daily contains 
the official programmes, lectures 
and news of Chautauqua, and cir- 
culates among 10,000 people, sev- 
enty-five per cent of whom are 
women. The 1903 season lasts 
from July 2 to August 30. The 
permanent office of the Assembly 
Herald is with the Chautauqua 
Press, Springfield, Ohio. 
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SUCCESSFUL advertising depends 
more on what you put into an ad- 
vertisement than on what you put 
it in. 


Tue Best Gold Mining Com- 
pany, 66 Broadway, New York, 
sends out a convincing prospectus 
of its properties in the Warm Lake 
district, Idaho. 


It so happened that William 
Johnston of the Printers’ Ink Press 
was recently a delegate to the 
Foresters Convention at Bing- 
hamton, N. Y., where that excel- 
lent newspaper, the. Evening Her- 
ald, is published. . Mr. Johnston, 
who at one time was seriously con- 
sidered as printer laureate of 
America, paid a visit to the press 
rooms of the Herald. It is said 
that after he had made known his 
presence, the presses suddenly 
stopped and out of regard for him 
the Herald force took a general 
holiday. 


THe Baptist Commonwealth, a 
weekly published in Philadelphia, 
has become a member of the Re- 
ligious Press Association, a syn- 
dicate which now embraces eight 
denominational weeklies published 
in the Quaker City. These eight pa- 
pers combined for advertising man- 
agement, are the Sunday School 
Times (undenominational), Pres- 
byterian, Lutheran Observer, Lu- 
theran, Christian Standard (Epis- 
copal), Episcopal Record (Re- 
formed Episcopal), Christian In- 
structor (Presbyterian) and Bap- 
tist Commonwealth. 


Tue death of Mr. Gardiner G. 
Howland, for many years the gen- 
eral manager of the New York 
Herald, strikes from the roll of 
New York journalism the name of 
a faithful and loyal man. Mr. 
Howland held and deserved the 
entire confidence of Mr. Bennett, 
and no detail or interest of the 
great property intrusted to his care 
was unknown or neglected if his 
industry could master or his vigi- 
lance protect it. Many mnewspa- 
per workers come more to the pub- 
lic knowledge than Mr. Howland; 
there are few whose unproclaimed 
labors are performed with greater 
diligence and conscientiousness.— 
New York Times, May 11, 1903. 
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Ger to the point. Directness of 
purpose is the secret of all success 
in business as well as in profes- 
sional life. An advertisement that 
is not pointed, and pointed sharp 
too, fails of its object. 

Seana 

Two reports just sent to our members show 
by examination of our Auditor that a paper re- 
ported in the newspaper directories as having a 
circulation of from twenty-five to thirty thou- 
sand copies really printed only thirty-seven 
hundred and thirty, and another claiming five 
thousand circulation actually printed not to 
exceed two hundred and “/ copies.— £ x- 
tract from a Circular Issued by the Ameri- 
can Advertisers’ Association, 

When the Association was ask- 
ed to note how these papers were 
rated in Rowell’s Newspaper Di- 
rectory it ascertained that the first 
paper had credit for less than one- 
third and the other for less than 
one-fifth of the circulation said 
to be accorded by “the” Newspa- 
per Directories. 


THE meaning of the word econ- 
omy is often misunderstood. If 
you can make an expenditure of 
fifty dollars return a good profit, 
wouldn’t it be better economy to 
spend a hundred dollars and double 
the profit? Economy, then, means 
the using of money to good advan- 
tage. The directors of a certain 
railroad system replaced the gen- 
eral manager because they thought 
he was spending too much money. 
His successor retrenched and divi- 
dends increased for awhile. In 
the course of a few years the road 
was so run down that it had prac- 
tically to be rebuilt. Was that 
economy ? 





“SELLING More Goods” is a 
twenty-page booklet from Edmund 
Bartlett, advertising specialist, 150 
Nassau street, New York. It con- 
tains short chapters on the prob- 
lems that confront manufacturers 
and jobbers in marketing products, 
and treats two methods of dispos- 
ing of goods—that of helping trav- 
eling salesmen sell through the aid 
of auxiliary advertising, and that 
of selling through advertising 
alone without the aid of salesmen. 
Mr. Bartlett ‘believes that most 
manufacturers and jobbers, far 
from being lax, work too hard in 
selling, wasting energy in wrong 
directions. His booklet discusses 
conservation of this energy in a 
plain, practical way. 
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AccorDING to a Connecticut pa- 
per Mr. Moses Ashby, of Pocono, 
that State, recently celebrated his 
seventy-eighth birthday by buying 
a hat for the first time in twenty. 
five years and a suit of clothes for 
the first time in forty years. The 
funny man of the New York Tele- 
gram holds that this reckless ex- 
penditure is no reflection upon Mr, 
Ashby, but merely an_ indication 
that they do not advertise around 
Pocono, 





A BOOK that will surely make its 
mark with fishers, hunters and 
campers is the “Complete Camp- 
ers’ Manual” sent out by the Gold 
Medal Camp Furniture Manufac- 
turing Company, Racine, Wis. The 
little volume contains 116 pages of 
practical suggestions and advice 
about camp clothing, rations, fires, 
cooking utensils and recipes, tents 
and portable houses, camp doctor- 
ing, packing, transporting and the 
like. It was compiled by Francis 
H. Buzzacott, Chicago, maker of 
the well-known portable ovens 
bearing his name, who gained his 
knowledge of outdoor life in polar 
expeditions and service in the 
British and United States armies. 
Advertising booklets of this nature 
are likely to be a bit skimped and 
superficial in their information, 
but this volume shows how the 
thing should be done. 





A vivip idea of the magnitude of 
the Postoffice Department, and of 
the importance of its facilities for 
the transmission of money, is 
gained from a large book sent out 
by J. T. Metcalf, superintendent 
of the money order system at 
Washington, containing specifica- 
tions for blanks, blank books and 
other printed matter to be used in 
his division during the next four 
years. This is one of the largest 
contracts for printing that comes 
into open market. There are 650 
separate items, all for large quan- 
tities of printed supplies. The 
most imposing is that for five hun- 
dred million money order blanks 
in duplicate, and for each of these 
there is an advice blank to be sent 
to the postmaster of the office upon 
which the order is drawn. The 
contract for each item is to be 
awarded to the lowest bidder. 
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Ir’s a wonder there are so many 
bachelors among ad writers. Ac- 
cording to some reports, they never 
get less than $25 a week and from 
that up to $200 or $300. 

EE 


Tuat advertising is vitally ne- 
cessary to the development of a 
new invention is shown by Charles 
D. Davis, in the World’s Work. 
Writing of the importance of pat- 
ents in the growth of the United 
States as a manufacturing nation, 
he says: 

New inventions, if they are successful 
at all, generally have to be actually 
forced on the public, and no man will 
invest capital thus to test its commer- 
cial value and create a market unless 
he has an assurance of a monopoly to 
pay him both for the outlay and for the 
risk. It is a mistake to believe that 
the giving of inventions to the public 
free of royalty, is wise. It is to the 
last degree detrimental to the public. 
It defeats the very purpose of the donor, 
for there is no better way to kill an 
unexploited invention than to make it 
everybody’s business to exploit it. Mr. 
Astor, by dedicating his patent for 
marine steam-turbine to the public, took 
the best course possible to retard or 
forever postpone its commercial devel- 
opment, and in that way lost to this 
country the advantage it would have 
gained from the immediate exploitation 
of his engine. No more dire disaster 
could happen to this country than that 
its unexploited inventions should be- 
come public property. 


THE advertising department of 
Scribner's has issued a_ booklet 
bound in boards, with a blue cov- 
er in imitation of an old-fashion- 
ed spelling-book, entitied “Scrib- 
ner’s Private School Primer,” and 
“containing a most interesting col- 
lection of facsimile pages from old 
family primers, to which is added 
a new and useful selection of ad- 
vertising suggestions calculated to 
strike a lasting impression on the 
tender minds of school advertis- 
ers.” The facsimile pages in- 
clude quaint specimens from 
old school books of the past two 
centuries, and are worth preserva- 
tion. Such things appeal directly 
to educators. As for the advertis- 
ing suggestions, they consist of 
specimen ads with rates. Scrib- 
ner’s is one of the foremost me- 
diums for advertising private 
schools, and this little booklet is 
a novelty that ought to be very 
effective in bringing new business 
and simulating those who are al- 
ready using space, 
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THe best preparation for good 
advertising in the future is to do 
good advertising to-day. 


“Davins’ Practical Letterer” is a 
cloth bound book of one hundred 
pages which gives specimens of 
letters appropriate for advertise- 
ments, window cards, price tickets 
and similar purposes, together with 
instructions in commercial letter- 
ing with brush and pen, and many 
practical hints on show-card work 
and the like. In addition to these 
subjects it also treats of the several 
processes of engraving, gives de- 
scription of paints, inks and 
washes, bronzes, cardboards and 
mounts, tells how to do spatter- 
work and stumpwork, make sten- 
cils and so forth. As a general 
utility book for a man who does the 
signwriting in a retail store it will 
often prove useful and suggestive. 
Sidney Hackes is the compiler, and 
the designs are ‘by Arnold Binger. 
It is published by the Thaddeus 
Davids Company, 127 William 
street, New York, and issued as a 
means of advertising, “Letterine,” 
a patent compound made by that 
firm for the work of which the 
book treats. 


Just now there are appearing in 
the magazines some forceful ads 
for Mammoth Cave in Kentucky, 
put out by the Louisville & Nash- 
ville Railroad. Of all the natural 
wonders of the United States per- 
haps the Mammoth Cave has been 
least exploited. Western roads 
constantly advertise California, the 
Rockies, Yellowstone Park and 
other wonders, while Niagara 
Falls is conceded to be the peculiar 
province of Mr. Daniels. But the 
Southern roads have neglected the 
great cave, and the publicity begun 
by General Passenger agent C. L. 
Stone, of the L. & N., is the first 
token that it is coming into its 
own. Caverns have never been 
properly exploited at any time. In 
addition to the great hole in the 
ground in Kentucky there are fine 
caverns in Luray, Va.—in fact, 
Virginia seems to be one vast cav- 
ern—and there are other South- 
ern States with attractions of a 
similar nature. They furnish one 
of the best arguments of several 
railroads that traverse Dixieland. 
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Mr. JosepH W. GANNoN, who 
for the past four years has been 
in the service of N. W. Ayer & 
Sons of Philadelphia, has lately 
secured through Hapgoods, of 309 
Broadway, New York, the position 
of Assistant Advertising Manager 
for the Royal Baking Powder 
Company. Mr. Gannon is a grad- 
uate of Dartmough College in the 
class of ’99. 


On May ist the Kansas City 
World reduced its price in the city 
to 5c. a week, for its daily and 
Sunday issues—seven issues a 
week delivered in the homes of the 
subscribers. This bold stroke was 
made to meet the well-known price 
of its competitor of 10c. a week 
for 13 papers, morning, evening 
and Sunday. Kansas City has 
long been a storm center of news- 
paper competition, but the prices 
made now by the Star and the 
World are not equalled anywhere 
by metropolitan publishers. The 
result of this move by the World 
in giving six evening issues, 12 to 
16 pages, and a thirty-two page 
Sunday issue for a nickel a week, 
will be watched with interest by 
newspaper publishers generally. 

THE importation of iron and 
steel, which has characterized the 
past year, shows no signs of abate- 
ment. The value of iron and steel 
imports in the month of March, as 
shown by the figures of the Treas- 
ury Bureau of Statistics, amount- 
ed to over $4,000,000, against about 
$2,000,000 in March of last year; 
and for the nine months ending 
with March amounted to over $38,- 
000,000, against less than $19,000,- 
ooo in the corresponding months 
of last year. Curiously, all of the 
more important articles or classes 
of articles so imported are those 
of which the United States is a 
large producer. The United States 
is now by far the largest pig iron 
producer of the world, having last 
year produced more of this article 
than the United Kingdom, and 
Germany combined, her production 
having practically doubled since 
1897. Yet the importations of iron 
and steel during the fiscal year 
which is to end with next month 
will be double, in value, those of 
1897, and four times those of 1893. 
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THE successful advertising agent 
must successfully mind other peo- 
ple’s business. 


ACCORDING to a prospectus sent 
out by the Correspondence School 
of English, 1304 Dean street, 
Brooklyn, that institution under. 
takes to give a practical working 
knowledge of English in three 
months by mail, charging ten dol- 
lars for instruction. The student 
is given a text-book and sets of ex- 
ercise sheets, with instructions, 
The exercise sheets contain sen- 
tences to be corrected, and instruct 
him in the commoner errors in 
grammar. These exercise sheets 
are later supplemented with word 
exercises, and in the second month 
the student is required to write 
essays, mewspaper articles and 
business letters. At the end of the 
course an examination based on 
that of the New York Stat. Re- 
gents’ is held. The preceptor of 
this school is Edgar M. Keator. 
The course would seem to be an 
excellent thing for those who, hay- 
ing the necessary business knowl- 
edge, wish to learn the art of pre- 
senting advertising arguments in 
plain, forceful English. 


THE book of the Bangor & 
Aroostook Railroad for the com- 
ing season is entitled “Haunts of 
the Hunted,” and is in every way 
equal to the’ fine literature put out 
by this road in past years. The 
text matter amounts to 130 pages, 
and comprises chapters on “The 
Modern Vacation Country,” “For- 
tune and the Fisherman,” “Cruis- 
ing in the Wilderness,” “Bivouack- 
ing with Nature” and “In the Big 
Game Domain.” There is also an 
article on “Bill” Sewall, the Island 
Falls guide who piloted President 
Roosevelt through Maine woods 
twenty-five years ago. The illus- 
trations are fine halftones, with 
two colored plates and a folding 
map, and there are smaller dia- 
grams, tables of rates, game laws, 
lists of fishing and hunting 
grounds, boarding places and so 
forth. This year’s book was writ- 
ten by Fred H. Clifford, of Ban- 
gor, Maine, and is a credit to the 
road and to Traffic Manager Geo. 
M. Houghton. Charles H. Glass 
& Co., of Bangor, did the printing. 

















Stick to every inquiry by mail 
like a detective sticks to a clue. 
re 


“MupLAviA” is a large red book 
compiled in praise of mud—the 
brand of mud controlled by Major 
Harry L. Kramer at the Mudlavia 
Mud Baths in Indiana. The town, 
the hotel, the baths, the lithia and 
sulphur springs, the treatment, the 
locality and the people who con- 
duct the establishment are thor- 
oughly discussed, chiefly by phy- 
sicians, while the book is full of 
favorable opinions and halftones 
of all manner of notables who have 
visited Major Kramer’s waters of 
perpetual youth. Among the ad- 
vertising notables one notes O. J. 
Gude, R. J. Gunning, and M. 
Wineburgh, while there are physi- 
cians, clergymen, actors, writers 
and others whose opinions carry 
weight. A fine portrait of Major 
Kramer is the frontispiece. While 
apparently published more as a 
souvenir for those who have visit- 
ed the Indiana resort, the book is 
a comprehensive, convincing ad- 
vertisement. 


How important are the electrical 
trades is very clearly shown in a 
booklet entitled “Twenty-five 
Years Ago and To-Day,” which 
comes from the Electrical Review, 
New York, and was compiled by 
its editor, Charles W. Price. In 
1878 there were only two success- 
ful electrical devices at the dis- 
posal of the general public—the 
telegraph and electrotyping. To- 
day there are half a million elec- 
trical dealers, large and small, in 
the United States; 2,000,000 miles 
of telephone wire in use and 2,- 
000,000 subscribers; 8,000,000 in- 
candescent lamps burning daily; 
and 50,000 electric cars on 20,000 
miles of track. Electricity is util- 
izing the power from waterfalls, 
neglected for centuries, electro- 
chemistry and_ electrometallurgy 
are refining more than two-thirds 
of our output of copper, whiie al- 
uminum, which was a rare metal 
in the seventies, is now ordered in 
hundred ton lots. The Electrical 
Review circulates generally 
through the whole industry in the 
United States, and has subscribers 
in more than fifty foreign coun- 
tries, 
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. Keerinc everlastingly at it 
brings success, but the man who 
does poor advertising soon runs 
out of the wherewithal to keep 
everlastingly at it and consequently 
he fails. 


THE Commissioner of Patents 
affirms a decision of the Examiner 
of Trademarks to the effect that 
where the shield of the United 
States or the national colors or 
emblem are used as part of a 
trade mark it cannot be registered, 
according to the Patent Record 
and Monthly Review. The Patent 
Office holds such trade marks are 
likely to lead the public into the 
belief that these symbols are be- 
ing used for advertising purposes, 
which is against public policy; 
further, “where the national em- 
blems and colors are used to form 
a part of a trade mark for the pur- 
pose of indicating origin, it is held 
that the mark has both a geograph- 
ical and a descriptive significance, 
and for these reasons, besides that 
of public policy, the mark in its 
entirety is not registerable.” 


PrInTERS’ INK receives from 
Mr. Emerson P. Harris the follow- 
ing interesting information regard- 
ing the sale of the Ledger and 
Household: 

The Every Month Publishing Com- 
pany has acquired the monthly magazine 
the Household, as well as the Ledger 
Monthly, both of which will be con- 
solidated with Every Month, and to be 
published under the name of the House- 
hold-Ledger. This will give a legitimate 
circulation of about 250,000, and will 
merge all the prestige of the old and 
well known Ledger, founded and _ for 
many years conducted by Robert Bon- 
ner, and the Household, which has prac- 
tically always, for the past forty years, 
been a successful publication and never 
was better than of late, though for the 
past two or three years its finances have 
not been in the best condition. The 
Household-Ledger will maintain all of 
the best features of the three publica- 
tions, including the music published in 
Every Month, and the household eco- 
nomics and miscellaneous articles of 
the Household, with the fiction matter 
of the Ledger, with which the copyright 
of the Demorest Fashions was also se- 
cured. The men back of this move- 
ment are enterprising publishers, and 
we look to see the Household-Ledger 
one of the foremost domestic publica- 
tions in this country. The publishers 
of a a publication Py > be a 
newly organized corporation of $200,000 
capital, called the een ehsid Leleer 
Publishing Company The sale of the 
Ledger and Household were negotiated 
by Emerson P. Harris. 
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Wi1rtH the first of May the Even- 
ing Post, of Louisville, Ky., was 
twenty-five years old, and the or- 
iginal charter of the Evening 
Post Publishing Company expired. 
As a new company and charter 
were necessary the chief stockhold- 
ers and present publishers, B. G. 
Boyle and Richard W. Knott, took 
steps to increase the capital stock 
from $60,000 to $150,000. Ninety- 
two per cent of the stock of the old 
corporation is in the hands of 
Messrs. Boyle and Richards and 
stockholders who are in sympathy 
with them, while eight per cent is 
held by the Haldemans, who pub- 
lish rival papers in Louisville. The 
Post has incurred some indebted- 
ness during the past ten years, 
chiefly in the purchase of a new 
mechanical plant. This will now 
be liquidated, and the paper will 
start out on its second quarter 
century free of obligations and 
with bright prospects. 


WHILE a number of wise adver- 
tisers have learned that the best 
road into the home is through the 
youngsters, very few have ever 
taken advantage of the public 
schools as mediums for advertis- 
ing. Yet within certain bounds 
they can be used to good purpose. 
The Corticelli Silk Mills, Flor- 
ence, Mass., making the well- 
known silk twist bearing their 
name, furnish a small cabinet to 
school teachers showing the differ- 
ent stages in silk making from the 
eggs of the silk moth to the finish- 
ed spool. This cabinet sells for 
$2.50, and is said to be in wide de- 
mand. Advertising is swbordinat- 
ed to the instruction, of course, 
nevertheless, the name of the 
brand is conspicuous, and the cab- 
inet must have real advertising 
value. Another device is a book 
of sixty-four pages on “Silk; Its 
Origin, Culture and Manufacture,” 
which is sent to teachers for a 
nominal sum in stamps, accompan- 
ied by two silk cocoons. There 
are any number of other products 
susceptible to similar treatment. 
Interest in the various stages of 
manufacture is not necessarily con- 
fined to school children, but is’ a 
factor in the general public that 
may be depended upon for very 
good returns, 
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THis criticism of the recent 
newspaper advertising of Stude- 
baker carriages, clipped from Life, 
is rather biased, but shows how 
easily a very worthy proposition 
may be misrepresented by an ad- 
vertising artist who is not famil- 
iar with the technical side of the 
commodity he illustrates: 

A Western carriage manufacturer ad- 
vertises his business in the New York 
papers, and puts at the top of his ad- 
vertisement a picture of the heads of 
two horses. He invites us to read the 
“story of their faces.” We have read 
it. His horses’ heads are drawn up into 
an unnatural position by check-reins, 
The pole-straps are pulling forward on 
their collars; the check reins are pullin 
back on their mouths, and they leak 
Strained and uncomfortable. Check- 
reins are a relic of barbarism. Good 
horses look better without them; poor 
horses look no better for having them. 
Our carriage-making friend from Indi- 
ana will do well to advise his advertis- 
ing man to discard the check-reins from 
his advertisement. His horses will look 
better without them, and their faces 
will not be a painful study, as they are 
now. 


WirTH the inaugural ceremonies 
of the St. Louis exposition comes 
the old plaint from the country 
publisher about free exposition ad- 
vertising. A recent issue of the 
Western Publisher gives it voice 
to this effect: 

What has the St. Louis fair manage- 
ment done for the country editor? 
Echo answers “What!” and dies away 
in the land where the whangdoodle 
mourneth for its progeny! Money has 
been spent for posters, for lithographs 
and for lapel buttons, but where is the 
editor who has a certified check from 
the St. Louis gentlemen in charge of 
advertising? Instead of a check the 
editor has received a gorgeous invitation 
to attend the fair, and, furthermore, he 
is promised “that he will be taken care 
of as he was never cared for before!” 
The artistic invitation stares him in the 
face and appeals to his love of the beau- 
tiful, while the promise to look after 
him suggests possible free hotels, free 
baths. free carriages and free flowers. 
He feels his pride swell within him like 
a foothall attached to the gas jet, and he 
forthwith does all in his power to main- 
tain the pride of St. Louis and the 
whole United States. Soon the ever 
read plate columns about the fair will 
be delivered at the threshold of the 
newspaper. It will be “easy copy” and 
won't cost a cent. As reading matter it 
will be interesting, but why, in the 
name of justice and right, should the 
newspapers of this land continue to 
fiddle while others dance? Why not 
pay the newspapers once in a while and 
send the lithographers the gold and tas- 
selled invitation? Pay the publisher oc- 
casionally and fascinate the drawer of 
princely salaries! Remunerate the edi- 


tor and flatter the man who dug the 
Why not? 


post-holes for the fair fence! 
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’ Tue North American Advertis- 
ing Corporation is a new adver- 
tising agency doing business at_100 
William street, New York City. 
Frederick L. Perine is the head 
and front of it. It is incorporat- 
ed under the laws of the State of 
New York with a capital of $200,- 
000. Its object is expressed in its 
articles of incorporation to be: 


“To establish, maintain and conduct a gen- 
eral advertising agency, with such branch or 
branchesthereof as may seem advisable ; to es- 
tablish, to acquire wholly and to secure inter- 
ests in other busines¢ enterprises that may be 
conducted in connection with that of advertis- 
ing, and in general to transact, as principal or 

nt, all business in any way connected with 
it of advertising as freely as may be done 
by an individual.” ¢ 


Clients pay service charge of ten 
per cent. 


In March the Manitoba Free 
Press, published in Winnipeg, es- 
tablished a flat rate, being the first 
daily in Canada to adopt this sys- 
tem of selling advertising space. 
The innovation was radical. No 
discounts were to ‘be given for 
time or space, while the paper was 
prepared to cancel existing con- 
tracts provided its advertisers ob- 
jected to the new basis. Business, 
the Canadian advertising monthly, 
has examined the files of the Free 
Press for the month immediately 
following the innovation, and finds 
that the flat rate has been a benefit 
to the paper in every way: 


Only one day during the month did 
the Free Press produce a paper of less 
than sixteen pages in size. very other 
day during the month with the excep- 
tion of Saturdays there were sixteen 
pages. On Saturday it ranged in size 
from twenty-four to twenty-eight pages. 
No newspaper, morning or evening, in 
Canada printed anywhere like the vol- 
ume of advertising that the flat rate 
Free Press pon nom | The quantity of 
“want” or “liner” ads carried is aston- 
ishing. Not one day during the month 
of March did advertising of this charac- 
ter drop below three full pages and the 
issue of Saturday March 28th con- 
tained no less than four full pages of 
these desirable announcements. No other 
Canadian newspaper, morning or even- 
ing, can make a showing in “want ads” 
like this. We very much question, in- 
deed, if any newspaper on the continent 
in a city of double the size of Winni- 
peg, can equal the Free Press in the 
number of “want’’ ads. It has been 
very properly said that a paper which 
carries the bulk of “want ads” needs no 
certificate of character as to circulation 
or result producing 4 ality. It may be 
ey fairly assumed, therefore, that 
as far as the Free Press is concerned the 
flat rate is a pronounced success. 
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In advertising an article of gen- 
eral consumption, use the dailies to 
create a demand and the magazines 
to sustain it. 


THERE is always room in the 
ranks of the successful for those 
merchants who employ good ad- 
vertising to exploit good goods. 


THE pastor of a Presbyterian 
church in San Jose, Cal., believes 
in using the Monday morning pa- 
pers to advertise his church ser- 
vices, and also believes in adver- 
tising in a lively manner, even 
though he shatters ethics. The 
San Francisco Bulletin reproduces 
one of his ads which recently ap- 
peared on a Monday morning: 

FOUND ASLEEP.—So you slept in 
church yesterday, did you? Well, it 
was rather a drowsy day, but if you had 
been at the Second Presbyterian Church 
you wouldn’t have dozed. The pastor 
preached two earnest, enthusiastic ser- 
mons, and the music was alive and in- 
spiring. Mrs. Hillman Smith sang that 
old favorite, “The Holy City,” to the 
enjoyment of all, and the chorus choir 
rendered two anthems. The congrega- 
tion was nearly as large as the church 
itself. An old-timer there looked around 
and remarked to a bystander, “‘Well, | 
declare, I thought I knew everyone who 
came to this church, but the last few 
weeks I don’t seem to know more than 
half of them.” — . 

The Bulletin finds nothing wrong 
with this ad. “The pastor has, no 
doubt, a well formulated defense 
of his method of advertising,” it 
says. “Probably he reasons that 
his duty is not only to preach to 
those that come, but to go out and 
find sinners and bring them into 
the fold. If he can do this by ad- 
vertising, why not? It is merely 
an easier and more modern way of 
reaching the erring than going as 
a missionary to the Cannibal Isles 
or to the slums of a large city. 
True, this kind of advertising is 
theatrical, but is the theatrical ne- 
cessarily bad? What are the sol- 
emn rites and ceremonials of the 
oldest and most _ conservative 
churches if not theatrical? What 
was Christ himself if not theatri- 
cal? Is it any more theatrical to 
advertise in a San Jose newspaper 
than to turn water into wine, or to 
walk upon the waves? It would 
be curious, however, to hear John 
Knox or John Milton expressing 
his opinion on this harmless little 
advertisement.” 
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_ FatHER KNICKERBOCKER is hav- 
ing trouble with his advertising 
again. It is his custom to adver- 
tise bonds for sale from time to 
time, and heretofore he has made 
his announcements in __ financial 
journals, New York dailies and 
other mediums likely to reach the 
bond consuming public. These an- 
nouncements call attention — to 
further details in the City Record, 
his own publication. In advertis- 
ing a recent issue of three and a 
half per cents, however, new tac- 
tics were followed as an experi- 
ment, announcements of the sale of 
$2,500,000 in securities being sent 
to about eighty papers in_ the 
smaller cities of New York State. 
The reasoning of Comptroller 
Grout seems to be based upon 
sound advertising principles: 

_ “We used to advertise in news agers 
in large cities outside the State of New 
York, but we found that did not bring 
results because these bonds are exempt 
from taxation only when held in the 
State of New York. So we quit spend- 
ing money outside the State. In all 
the small places through the State there 
are wealthy men or estates looking for 
safe investments. We thought we might 
reach them in this way. 
profitable. We cannot tell until we 
have tried it. Since the Charter was 
amended to shut out the ‘all or none’ 
bids we have had to look around for 
small investors. The bond brokers used 
to get together in a combination and 
gobble up all the bonds by submitting 
a ee which was for the whole issue. 
When that was checked by the Charter 
amendment the number of bids from 
New York sources decreased.” 

The Sun, however, has been 
looking into the actual sales of 
this issue of bonds, and finds that 
the Comptroller practically squan- 
dered his appropriation: 

When the Comptroller opened the bids 
he found one from the Glens Falls In- 
surance office; one from the Commercial 
Bank of Syracuse and one from the 
Rochester Trust and Safe Deposit Com- 
pany. Other out-of-town bids came 
from Cleveland, Boston, Cincinnati, 
Milton, Pa., and Washington. There 
wasn’t a bid from sages or Delhi, 
or Schoharie or Suffolk, or Ossining or 
Corning, or Whitehall, or any of the 
places where the country papers went 
except Glens Falls, and the insurance 
company that bids from there has a 
New York office, it being the fire insur- 
ance company whose fifty-dollar shares 

at $1,400. The wealthy farmers 
and the estates looking for investments 
didn’t put in any bids. One gentleman 
at Easton, Pa., bid for two of the $100 
bonds and sent along $6 as evidence of 
good intent. In the award of the bonds 
the Rochester Trust and Safe Deposit 
Company got $50,000, the Syracuse 
Trust Co 


It may not be 


mpany got $50,000 and the 
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ork city in large and small lots, 

A_ NEATLY printed folder from 
Dr. M. West, Betz Building, Phila- 
delphia, gives pertinent information 
about the work of a chiropodist, 
the danger of blood poisoning from 
unclean instruments, the use of an- 
tiseptics and his painless method 
of treating the feet, together with 


prices. It is a convincing piece of 
literature. 


“THE New England Situation” is 
a forty-page book published by M. 
Wineburgh & Co., 452 Fifth aven- 
ue, New York, showing the New 
England cities and towns in which 
this firm places street car adver- 
tising. Eighty-four places are list- 
ed, ranging from Boston, with its 
1,666 cars, to towns that operate 
only six. Population, lists of sub- 
urbs, number of cars, miles of 
track and number of passengers 
carried in 1902 are given for each 
locality, together with other in- 
forming facts from State statistics. 
The chief cities controlled by the 
firm are Boston (elevated cats), 
Lynn, Salem, Chelsea, Lowell, Fall 
River, Worcester, Springfield, 
Gloucester, Taunton, Bridgeport, 
New Haven, Hartford, Waterbury, 
Bangor, Portland and Providence. 
The territory reached has 5,591,502 
people, living in some 4,000 cities, 
towns, villages and hamlets, of 
which between 2,500 and 3,000 lo- 
calities are reached by 4,106 cars 
controlled by M. Wineburgh & Co. 
The total number of passengers 
carried in these cars during 1902 
was 726,122,619, of which 337,484,- 
811 belong to Boston and suburbs. 
According to this booklet Boston’s 
street car traffic is the greatest in 
the world, as is its showing of 45,- 
722,836 miles traveled during the 
year. In New York the Metropol- 
itan Street Railway Company car- 
ried 37,302,729 less passengers than 
the Boston system during the same 
period. The booklet, very ingen- 
iously, omits mention of some few 
elevated roads that do a tolerable 
business in Manhattan and Brook- 
lyn. It is a very interesting show- 
ing, however, and amounts to @ 
clear statement of circulation of 
the medium offered by this firm. 
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Some of the things that the 
Little Schoolmaster has said about 
business periodicals are bearing 
fruit, From Philadelphia comes 
a tiny monthly called The Arrow, 
published in the interests of the 
roofing tin made by the N. & G. 
Taylor Co. The pages are only 
four by five inches, and there are 
only twelve of them, inclosed in 
a neat two-colored cover. And 
thereby hangs a point that is well 
worth remembering in making a 
house organ. John E. Powers once 
told a young man that his daily ad 
ought never to run over a single 
paragraph of say fifty words, for if 
he wrote a long ad every day he 
would soon exhaust his subject or 
himself, or both. The conspicuous 
weakness of the average house or- 
gan is that it prints too much mat- 
ter. A large portion is wishy- 
washy or not pertinent to the 
commodity exploited, _where a 
smaller amount of live argu- 
ment would be more attractive to 
a busy reader and more force- 
ful. The Arrow contains just 
about the right quantity, and all 
of exceptional liveliness. It is 
prepared for the Taylor Co. by 
Calkins & Holden, New York. 
Another commendable publication 
is called Thoughts, and advertises 
the printing office of Ira H. Joy, 
Bangor, Maine. While no very 
new or startling truths are preach- 
ed about good printing matter, the 
old ones are presented forcefully. 
The following excerpts will doubt- 
less prove useful to other printers: 

Generally, if the printer can get his 
advertising friend to “talk shop” for a 
few minutes, and can embody in the ad 
the kind of talk that would be made to 
a customer in his place of business, the 
result will be an ad that will picture to 
the reader the goods as they would be 
seen over the counter, and such an ad 
will bring buyers if the goods are just 
as tevian thew 4 It is a fact beyond dis- 
pute that a great many excellent adver- 
tising opportunities are ruined by bad 
printing. Slovenliness in the printed 
matter of any business house bespeaks 
the same condition throughout the 
whole establishment. The man who 
thinks a cheap “dodger” is as good a 
representative of his business as some- 
thing which would cost a little more, 
can easily be supposed to consider in- 
ferior merchandise as good for his cus- 
tomers as that which would cost him a 
higher price. The printer is not a nig- 
gardly individual who wants both ends 
of the bargain. He don’t want to rob 
you. He’d rather you would advertise 
yourself in a creditable manner. But— 
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if you insist upon having something 
cheap, he is pretty apt to produce it; 
and experience has taught that he will 
rob himself nine times while he is rob- 
bing you once. 


Tue Cloverport, Ky., Brecken- 
ridge News was the first newspa- 
per which entered the “Roll of 
Honor” from the State of Ken- 
tucky. 





THE recent order of the Post- 
master General directing post- 
masters throughout the country to 
prepare lists of the names of people 
living on rural routes and post 
them in their local offices has 
aroused no end of protest from 
country merchants and others who 
claim that the large mail order 
houses send _ representatives to 
country postoffices to copy these 
lists for advertising purposes. In 
defense of his action Mr. Payne 
says that the order was intended 
to clear up the confusion attendant 
upon the establishment of rural 
routes and the new conditions en- 
tailed thereby. 

This order was issued for the reason 
that the introduction of the rural free- 
delivery service has caused the great- 
est confusion in the matter of the prop- 
er addressing and delivery of the mail 
to parties residing upon the rural free- 
delivery routes when established, and it 
was believed to be for the public in- 
terest that the Department should cause 
publicity of the names of parties resid- 
ing upon routes whose postoffice address 
had, in consequence thereof, been 
changed. That, incident to this Lagos | 
of names, merchants, manufacturers an 
others may be enabled to obtain such 
lists by copying them is not, I think, a 
sufficient reason for a refusal on the 
part of the Department to furnish in- 
formation which will tend to reduce the 
confusion, annoyance and trouble inci- 
dent to the change of address of the 
many millions of patrons of the rural 
free-delivery service. It is possible that 
after the rural routes have been in op- 
eration a-sufficient length of time, so . 
that the patrons of the Postoffice De- 
partment are familiar with the ‘change 
in address, it will not be necessary to 
continue such posting, but under present 
conditions, and having in view the great- 
est good and convenience to the great- 
est number, we believe the order to be 
justifiable. 

It is the belief of the Postoffice 
Department that the activity of the 
large mail order houses will re- 
sult in ultimate benefit to general 
stores, as competition will lead 
them to keep a better class of mer- 
chandise and sell upon more mod- 
ern lines, fighting the mail order 
houses with their own weapons, 
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Ir the views of the editor of the 
World's Work have weight there 
will be a decided increase in the 
advertising of ‘books instead of the 
decrease that some of the more 
pessimistic “og re predict. He 
finds that the present methods of 
distributing novels and general lit- 
erature are primitive, and not at 
all adequate to the real needs of 
the reading public: 

If a book have qualities that com- 
mend it to 100,000 persons, these same 
oo would commend it to twice or 
thrice or six or eight times as — ! . 
if the publishers and booksellers had 
soem to find them. For the ma- 
chinery they have is the bockstores; and 
a very small portion of the population 
lives within reach of bookstores. Com- 
paratively few new books are sent by 
mail, There is apparently no practical 
way to make bookstores as numerous as 
grocery stores. Books alone do not 
yield a large enough income in small 
towns and villages to reward energetic 
shopkeepers. The pocbagent is yet the 
best distributor of books. But as a 
rule he does not distribute new books. 
There is a single publisher in New York 
who sells, through agents, more sets 
of books every year than any publisher 
sells of any novel. For the American 
home is yet by no means filled with 
books. Few, outside the cities and 
larger towns, have as many books as 
they wish or can afford. The market is 
practically unlimited, if it could be 
reached; and the art of bookselling is 
ag probably in its unorganized infancy. 
n proof of such an opinion, consider 
the circulation of the most popular mag- 
azines; for they are distributed, as books 
cannot be, at a cheap rate of postage. 
One periodical has reached the sale of 
more than a million copies a month, It 
has no quality of popularity that cer- 
tain books do not or might not have. 
The chief difference is the advantage 
that the periodical has in its method of 
distribution. If the subject be rightly 
understood, then, the wonder is not that 
certain novels reach editions of 100,000 
copies or 300,000 or 400,000, but that 
they do not reach even larger editions, 
as they will in the future. | ; 

More liberal advertising in con- 
junction with the improved rural 
mail service would seem to be the 
method of taking advantage of this 
demand. The active book agent 
works largely in the country and 
small centers. His eloquence can 
be made as profitable when printed 
in the advertising columns of me- 
diums that reach his clientele. It 
is not unreasonable to presume 
that within ten years the latest 
novel will be widely advertised in 
farm papers, for the farmer, far 
from objecting to buying by mail, 
would rather have his books come 
to him in that way. If this great 
demand really exists here is an ex- 
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cellent opportunity for an experi. 
mental campaign on the part of a 
large publisher. Publishers of liye 
agricultural mediums might find 
it worth while to talk with Mr, 
Frank N. Doubleday. 


It is possible to do successful 
advertising without the use of pog- 
ters or other forms of outdoor ad- 
vertising; it is scarcely possible, 
however, without the use of news- 
papers. 





Printers’ INK has received from 
Mr. Crossman, Assistant Secretary 
of the American Advertisers’ As- 
sociation, a series of documents 
indicating, as Mr. Crossman ap- 
pears to think, the direction in 
which that subterranean, mole-like 
Association is thought by its man- 
agers to be working. These docu- 
ments tell about the experience of 
an unknown Mr. Blank in dealing 
with a paper, published nowhere in 
particular, who found a circulation 
rating of one hundred thousand 
accorded in a newspaper directory, 
but does not say what one, while 
the paper was not actually publish- 
ing even a tenth of that number. 
The Association of American Ad- 
vertisers is said at the present time 
to consist of forty-four members 
or thereabouts. Each pays $100 
a year, thus making a fund large 
enough to pay for a stenographer 
and an office. What more can any 
Association require? It appears 
to be difficult to interest a greater 
number of general advertisers in 
the work of this Association, and 
PRINTERS’ INK believes there are 
three good reasons for it. First, 
the general advertiser cannot find 
out what the Association is doing; 
second, the Association has not 
means sufficient to do much of any- 
thing; third, if the Association 
does do anything it takes precious 
good care that no one shall find 
out what it does. 

A good many advertisers con- 
sider paying a hundred dollars for 
membership in the A. A. A. as 
equivalent to buying an advertising 
gold brick. If the Association 
would only come out into the open 
and let people know what it is 
doing, it would soon have 
greater means at its command and 
be able to do a more useful work. 














Tue close of the twentieth year 
of Joseph Pulitzer’s ownership and 
direction of the New York World 
was marked by a mammoth spe- 
cial issue on Sunday, May 10. This 
jssue contained 1,088 columns, or 
136 pages, and there is no basis 
for questioning the World’s claim 
that it was the largest newspaper 
ever published. Besides two news 
sections, comprising twenty-eight 
pages, there was a section of twelve 
pages devoted to the World’s his- 
tory, a sixteen page section con- 
taining letters from Grover Cleve- 
land, Henry Labouchere, Cardinal 
Gibbons and other notables, a 
twelve page section on New York 
City’s past and future, a “human 
progress” section of twelve pages, 
a twelve page section devoted to 
the St. Louis exposition, and the 
regular magazine and comic sup- 
plements. Special attention was 
given to the World’s work in great 
political campaigns, criminal trials 
and big news events, and the his- 
tory of the paper was retold in ex- 
tracts from editorials, cartoons and 
matter abstracted from its files for 
twenty years. The mass of matter 
published quite defies review, and 
readers who preserve such special 
issues will have a varied assort- 
ment of reading for some weeks 
to come—and, be it added, an in- 
structive assortment. The start- 
ing of the presses upon this issue 
was announced by a display of 
fireworks from the dome of the 
World Building on Saturday 
night, while liberal advertising in 
all New York dailies and upon 
the billboards gave a large extra 
circulation. 

The anniversary ‘was made the 
occasion for giving some highly in- 
teresting statistics regarding the 
World’s growth since May 10, 
1883. The paper’s circulation in 
New York City prior to Mr. Pul- 
itzer’s purchase was 9,669 copies 
daily, with a country circulation 
of 7,628. It is now claimed by the 
management that the average daily 
circulation in Greater New York 
alone for the month of April, this 
year, was 518,707 copies, deducting 
all returns, exchanges and free 
fo pe while an average of 502,- 

copies city circulation has been 
maintained during the preceding six 
months. In addition, there was an 
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out-of-town circulation of 307,202 
copies daily during April, minus 
returns. The total number of pa- 
pers printed to May 1, 1903, was 
3,123,057,792, or an equivalent of 
5,714,557,000 eight-page papers. 

he number of advertisements 
printed in twenty years was I15,- 
331,042; the number printed in 
April, 1883, 7,666; in April, 1903, 
87,163; white paper used in twenty 
years, 651,459,509 pounds, costing 
$15,305,240; ink, 8,649,302 pounds ; 
composition, 10,742,995,338 ems, 
costing $5,775,521, or an equivalent 
to setting the New Testament 17,- 
383 times, reckoning it at 618,000 
ems; postage and expressage, $1,- 
920,541; payroll of home staff 
alone, $22,926,574; total income of 
the paper from May 10, 1883, to 
April 30, 1903, $67,008,244. The 
following account of the paper’s 
out-of-town circulation was also 
given: 

Maine, 3,461 copies; New Hampshire, 2,480; 
Vermont, 6,604; Massachusetts, 12,064; Rhode 
Island, 4,886; Connecticut, 25,943; New 
York tate, 92,324; New Jersey, 
41,356 ; Pennsylvania, 27,329 ; Dela- 
ware, 822; Maryland, 2,793; Virginia, 5,684; 
West Virginia, 4,340; North Carolina, 4:3705 
South Carolina, 1,939; Georgia, 2,021; Florida, 
3,148; Alabama, 2,136; Louisiana, 3,496; Mis- 
sissippi, 1,058; Ohio, 7,075; Indiana, 1,952; Il- 
linois, 1,651; Wisconsin, 1,956; Michigan, 4,564; 
Minnesota, 1,591; lowa, 2,286; Missouri, 932; 
Arkansas, 519; North Dakota, 959; South Ba: 
kota, 1,193; Nebraska, 1,336; sas, 1,309; 
Oklahoma, 474: Indian Territory, 173; Texas, 
49795 New exico, 458; rizona, 511; 

ifornia, 2,258 ; Washington, 3,469 ; Oregon, 
2,325; Idaho, 834 ; Montana, 1,962 ; Wyoming, 
84; Nevada, 116; Colorado, 1,769 ; Utah, 470. 

‘o Cuba, the ey ~ and foreign countries 
are sent £597. Of the issue preceding the big 
— aturday, May 9, the American News 

‘ompany took 48,356 copies, the Harlem News 
Company, 41,650 copies, and the Brooklyn - 
News Company, 27,850 copies. 


THe Funk & Wagnalls Com- 
pany, publishers of the Literary 
Digest, assert that: 

“In no case is a direct advertiser in 
the Literary Digest ever allowed the 
agents’ commission!” 

They emphasize the statement 
because they are in earnest and 
mean what they say, without any 





reservations or “strings” to it. 


They believe that “If the adver- 
tising agency business is establish- 
ed on sound business principles, 
the commission is not a thing to 
be juggled with. It belongs to 
the agent and to no one else, and 
no false logic can avail to justify 
a publisher in violating this obli- 
gation.” 
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WITH ENGLISH ADVER- 
TISERS. 


By T. Russell. 


Probably any man who makes a 
discovery, or thinks he has made 
one, is liable to overrate it. I 
wouldn’t like myself (or another 
man) any the better for being free 
from this human weakness. When 
I tell you therefore that I believe 
myself to have discovered, in a 
little English country town of thir- 
teen or fourteen. thousand inhabi- 
tants, a genuine advertising genius, 
anybody who chooses to smile will 
be forgiven. 

* * * 


The Kentish Express, a very ad- 
mirable and well-conducted news- 
paper—open circulation books, is- 
sue boldly announced in every 
number, well-edited, well patron- 
ized by advertisers, stiff rates and 
everything handsome about it—is 
published in Ashford, the town re- 
ferred to. For some time the 
Kentish Express has carried every 
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changed every issue, of which two 
specimens decorate the present ar- 
ticle. In America there would be 
nothing very exceptional in them, 
most likely. But retail advertise. 
ments in English country towns 
are slow reading, and there can 
be no doubt that these things are 
absolutely the best advertising of 
their particular kind—country re 
tail shop advertisements—ever ig. 
sued in this kingdom. They in 
terested and excited me, therefore, 
and I wrote to this W. Richardson, 
and requested him to give an ac 
count of himself, and show cause 
why he shouldn’t -be investigated 
in the interests of PRINTERS’ INK, 
* * * 

This was a pretty cheeky pro- 
ceeding over here, Mr. Richardson 
being a stranger to me; but I cal- 
culated that the man who was pro- 
gressive enough to get out such 
advertising as this would not re 
sent being asked questions. I was 
also quite sure that no man in Eng- 
land could write such stuff with- 




















THE 550 MOTHERS 


Of as many broods of Ph2asants are 
coming to 4, Bank Street during tho 
next few weeks. 





{t_ is well known that in rearing 
Pheasants it is necessary’ to employ 
‘cluck hens, they sit closer, hatch out 
a larger es of eggs and tend 
the chivks more carefally than the 
mother coald or wbuld: 


In retarn for this care to an alien breod 
they are fed on the best of food, 
living, if the simile be allowed, “‘ like 
fighting cocks.” 





The future of the young: pheasants 
necess:tates the greatest care in tho 
selection of sci) and surroundings for 
the -nurzery. 










This is good for the fowls. It is-also 
for me, the retailer and dis- 
tribufor. I have a bird that will com- 
mand .your .attention and infl 
your purchases, 


It is also good for you, the bnyer, en- 
suring that though the bird be not of 
this year’s breeding it-will have along 
with its size flesh to be cut at and 
flesh that is cutgble. 


Boiling is THE method: of preparing 
them for table; to simmer. gently. 
better still. 


The cost will be 2/3 each, and for this 
price a fowl that will serve as a joint. 





Monday next, the 4th of August, theso 
birds arrive and some. will be ready 
for Tuesday's sale. 


As carly as convenient to. your good 
self, please, let mo have-the order. 














week on its “want” page, in the 
two left hand corners (a clever 
position) a couple of four-inch 
double-column advertisements, 
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out being a disciple of the Little 
Schoolmaster. The influence o 
Printers’ INK and of its other 
pupils seemed to me evident. In 

















both respects I had guessed right- 
ly. W. Richardson was very 
pleased to hear from me. He knew 
all about me and about PRINTERS’ 


PRINTERS’ 
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written in a corner of his store, in 
the intervals of attending to trade 
and that the idea of them first came 
to him through finding a New 
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WHY DO ORANGES 


Scll quicker at 3 a ponvy than 36 for 
a shilling ? 

Bocaase tho figuro is easier to under 
stand, @chvol ‘boards notwithstand 
ing; but more than all because the 
‘passer-by with daly @ penny to lay 
qut in laxuries is invited to spend it. 

And it is that Tatter porson that we aro 


trying to interest iu both our fish aud 
fruit stores. 





















It iB often an anxious thought with na 
‘as to what articles in the fish line we 
can display thatthe million customers 
ean purchase, 


Again, aw vrticle without a priced tickefi 
always looks dear, and tho ntyriadg 
= by unattracted, and the ono 

scomos a purchaser, 





Oar system of pricing everything id fo 
attract tho myriads and the one, 1g+ 
noripg none, 


These are some of the prices of our 
fish as shown this week. 


Codfish fa. per 1b., tail 5d.; Lemon 
Soles 7d. per Ib., Plaice 6d. Fresh 
Haddock 6d. per 1b., Mackerel 4d. 
eavh, fresh herrings 12 and 16 for 
Js. Whitings from Jd. each, Tur- 
bots 10d. to Js, per Ib, 


New Laid Eggs are down again, Rock 
bottom surely, 16 for 1s., orin plainer 
Aorms, 2 for 144, 


Quite s brisk trade-is doing in ad 
gold fish, these can be had pcm 
from 6d. for a globe and one fish. 


Fish alone from lid, each. 











INK; and in fact he was so much 
interested by my letter that he ran 
up from Ashford to see me—a 
lean, active man under forty, with 
a pointed beard, gmbition, and an 
unmistakable aptitude for business. 
It is perfectly certain that this man 
is not destined to end his days 
behind the counter of a couple of 
shops in a country town. I was 
convinced that if he had judgment 
to back up his advertisement-writ- 
ing, he would one day develop into 
a good deal better things. He 
proved to have the judgment all 
tight, and if I appear to be mak- 
ing a great fuss over a small ten 
dollar a week country advertiser, 
it is simply because I see the op- 
portunity of inviting you to be 
present at the upbringing of a man 
who is going to owe a fortune to 
PRINTERS’ INK and his own genius, 
+ 


“How did you learn to write this 
sort of stuff?” I had asked him, 
“and how do you go about it?” He 
wrote me that the ads were mostly 


BANK STREET, ASHFORD. 


York newspaper—wrapped around 
some goods. This paper contained 
one of the large Wanamaker ad- 
vertisements. Mr. Richardson at 
once wrote to Wanamaker’s and 
asked for some specimens. Mr. 
Hotchkin replied with civility and 
interest, sent him a package of old 
copy, and introduced him to 
Printers’ INK. Nothing more 
was needed to start him on his 
career as an advertising man up- 
to-date. He tells me that for 
eighteen months he has found no 
difficulty in producing three or 
four fresh ads every week, using 
the two local papers (the Kentish 
Express and the Kentish Examin- 
er), and spending about $10 a 
week. He said that his customers 
at once began to notice the work 
and talk about it. As to the suc- 
cess of it, he had not the least 
doubt. He had just struck a bad 
year. He lost, by death and re- 
moval, several customers whose 
trade had been worth to him over 
$2,000 a year; yet, in a time of ad- 
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mitted depression he made up this 
loss and added over $600 more— 
a practical increase of $60 a week 
in his trade. 

* * * 

He is obviously cramped by his 
situation. Five-sixths of the cir- 
culation of the Express gets out- 
side Ashford and beyond his reach, 
for the transportation arrange- 
ments are bad, and Ashford is 
not so much of a market town as 
it used to be, so that he is con- 
fined to the business of his own 
town. No one knows what the 
circulation of the Examiner may 
be; it boasts in Mitchell’s Direc- 
tory of the ‘Press that it does not 
issue “mendacious statements” and 
refrains from issuing any other 
sort; but probably some of its cir- 
culation is lost to him also. He is 
ardently desirous of discovering 
something which he can advertise 
to sell by mail—in his own line 
if possible, but anyhow, something, 
so that he may extend and increase 
his publicity. If anyone who reads 
Printers’ INK has anything to 
suggest to him, I am certain it 
would have a most hospitable con- 
sideration. 

* * * 


American critics are fond of say- 
ing that our Punch is a serious 
proposition. A secession from the 
staff of what (in spite of your 
gibes) I maintain to be still infin- 
itely the best comic paper in the 
world has had for its result the 
starting of a rival to Punch—Mr. 
Arthur W. A’Beckett’s John Bull, 
of which the first number (100,- 
000) was issued on April Ist. 
Everyone knows Mr. A’Beckett 
and everyone likes him, but it 
would be difficult for his best 
friends to regard John Bull as a 
very dangerous competitor of 
Punch. I have edited a comic pa- 
per myself and know the difficulties 
of that task—in England especial- 
ly. Punch would indeed be in a 
bad way if John Bull were liable 
to abandon it in favor of John 
Bull. 

+ * # 

A book that no business man 
ought to neglect—still less allow 
his “young people” to neglect, is 
Mr. Lorimer’s amusing “Letters 
of a Self Made Merchant to his 
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Son.” I only mention 


; this to 
show you that it has found its way 
over here and is appreciated. This 
doesn’t stop at being a witty book, 


It is a wise one too. Tricked out 
in Mr. Lorimer’s racy slang, there 
is a whole lot of sound business 
philosophy between the covers of 
this book, and I was not in the 
least surprised to hear of an Amer- 
ican business man visiting London 
that he had ordered a copy to be 
presented to every man in his em- 
ploy. It was a good investment. 
The business maxims that this 
Sook contains are very good for 
every man to have recommended 
to him, and it will be good for the 
employer (and still better for the 
self) of every employed man who 
reads and adopts them. 


BIG SIGN IN SPACIOUS LOCAL. 
ITY. 


Mr. Reagen, Chicago’s leading bulle- 
tin painter, claims to have been the 
author of the largest sign in America, 
if not in the dn. It is painted on the 
ground, on a rise of land back of Colora- 
do Beach, Utah, and may be seen from 
Saltair Beach, three and one-half miles 
away, for which purpose it was painted. 
The rock on which the word “Colorado” 
is painted measures 2go feet long by 200 
feet high. The other rock is about 
350 feet long by 200 feet high at its 
highest point, tapering to a level with 
the hill, which is 1,600 feet high. The 
actual height of each letter is 50 feet, 
and they are 20 feet wide. The cross 
bars of each letter are ro feet thick. 
There is 15 feet of black above and 
below each line, making a total height 
of 80 feet by 375 feet long.—Painter 
and Wood Finishér. 


_——_~oo———_—— 
EXTRACT FROM _ ADVERTISE- 
MENT ILLUSTRATED. 





“A FAMOUS WINTER RESORT.” 














NG PERSONALITY MEANS 
gag SOUND CONVICTIONS. 

I find that most every retail dealer 
is afraid to say gel what he thinks, 
fearing that he may something that 
would not suit some a his old custom- 
ers. Has it ever occurred to you that 
whatever you do you cannot please 
everybody? If you keep still you offend 
some, and ‘if you speak as you think you 
offend someone else. It matters very 
little to me whether some are offended by 
my keeping still or my talking. I do 
not do either for the purpose of offend- 
ing, but if people choose to be offended. 

what is that to me? If some just will 
be displeased I think we had best dis- 
please them by doing what we think is 
right than to displease them by_ doing 
nothing at all. No man can tell how 
much trade any one ad is going to bring 
him, he may get trade from people he 
never heard of before. We drive trade 
away from our stores more by keeping 
still than by saying just what we please. 
—Boot and Shoe Recorder. 





Classified Advertisements. 


wertisements under this head two lines or more 
. withou out diaptey. 10 centsaline. Must be 
ha in one week in advance. 
WANTS. 


I WANT a Rep. bang A in county seat. F. A. 
BRYCE, Lapeer, Mich. 
make your news; J 
| Pg Rd CLARE Y. 2603 8 oth Ave N.Y N. ai 
ANTED — Proofreading work to di 
months from now. ew. E. SENNINGS, 
Moandville, Mo. 
CHICAGO trade r wants correspondent 
for monthly New York trade letter. Ad- 
dress B. MILLER, 131 N. 5ist Court, Chicago. 


ANUFACTURERS—We want articles suitable 
for women’s use. Send us circulars and 
ices. PARKER | CO., Dept. F, P. O. Box 


1, Phil 


Ww" want good original stories and_short ar- 
oe rod Ae ages Fg the farm, All accepta- 
or. 


scripts FARM LIFE, Rand, 
weNatly ‘Bldg. Chicago. 


RIGHT YOUNG MAN to introduce Ges Suet 
imitation diamond ever produced. 

and commission. Petereness. No idlers, A’ 4 

gem, 0c. BRAZILLO MFG. CO., Melrose, Mass. 


ANTED —By reliable, exp., mature man, con- 

nection as rn rep. trade per or mag. 
good corresp’nt, familiar with adv. getting and 
publishing details. ROGERS, 17 Spruce 8t., N.Y. 


ih SVERT ENS space or yace or printing wanted in 
——— for job presses; five sizes ; steel 





gears; no chenpladat in ten years; 
vy P nters Sodoree them. Send for circular. 
A. A.” & Nassau St., N. St., N. Y. 
well experienced advertising writer 
with up-to-date ideas, who can take c: 
of the eee id advertisin ee two or three ad- 
ply to A. McKIM & CO., Newspaper 
Davertising ncy, Montres Montreal, Canada. 
Yer yen man [21] 3 yearsin drug business and 
iret experience in patent medicine ad- 
es position as adwriter for an hon- 
~~" medicine or toilet article. References. 
ou RLES DEAN, 5 Tufts St., Worcester, Mass. 


LEADING firm of advertising agents is pre- 
paged to take up the sole agency for the 
United Kingdom for a_ good house making 
bw pe | poveltion, Ly references given 
dress WRENCE, Room 29, 


Potter Bldg i, +9 N, 


ADvantsino cuts and ads for merchants. 
15,000 in stock, covering 40 Cae busi- 
a million wo ge ~ iute 


nesses, Near! 

ar ‘our line and send for selected p: 
ILLUSTRATING "SYNDICATE, C Gobasien, 

0. Good agents wanted. 
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Mion of the Wortd are soid in Greater Greater’ New 


York every day. Beats any two other papers. 
ANTED ~ Salesmen — h having hes mr pie 
ites to sell a new,up-to-date pocket no 
elty as a aide lime. Also men who have a knowl. 
edge 0! wertising to sell the ad 
hovelty, ever offered to 5 ee. G. P. 
oe ore 


N OPPORTUNITY IS OPEN. 

Thed difficulty is to find it. Do know 
where itis! Wedo. Weneed oom t 
grade men wf fill positions that we have open or 
managers, vertising men a 
etc. Technical, ve and clerical men of 
kinds =a are interested write for and 
booklet. HAPGOODS(INC.), 309 Broadway, New 
Yorti Monadnock o0 ; Pennsylva- 

ia Bidg., Philadelphia. 


TE wamhe Ges web perfecting newspaper 
ba We have for — a Campbell 
Ding press and a 
cmtions coraplete w: 


— other ma 
terial craoty ping "otha Thorne a. ma- 
“—e. with type fi 

Correspo; 


ndence solicited, 
CAPE ANN NEWS, 
Gloucester, Mass. 


XPERIENCE: 12 yrs. one firm, 2 assist- 
ant and 10 yrs. je manager of Tone firm 
and office, correspondence, cat es, adver- 


tising. ete., ng h execu- 
tive > Staltty: Young married man. 
References: Old employer. and two of the 
largest of ad agencies = - 
ion an ere after May 1. 
B me A samples and mywhere 
A. JOSEPH, Asheville, N.C. 


GoLicrror WANTED by an ad - 
cy that makes service the leadi atare 
of ies Uaatnese. While the members bers of the firm 


experience in advertising 
business, the agency is young. It has, however, 


a 
e right sort of man will see mag this eseiaton 
offers an exceptional opportunity for advance- 


=“ 
wg resentative must not only have e 
and abil ty, but must be a man of c! 
such a man the oo rtunity is e 
Write fully, stating age, complete hist and 
references, Address “ae, ”’ care Printers’ Ink. 


LETTERS. 


I ETTERS—All nates wposeved from ne Wher noe 

4 advertising wanted and to let. What ha’ 

me or what kind do = want! MEN OF LET. 
, 505 Broadway, New New York 














CALENDARS. 
M OST artistic line of advertisi 
ever = Wri rie for price 
BASSETT & 8 HIN 
45 Beekman St., New York City. 


+e) 
LITHOGRAPHY AND erage 


ge 5, ponds. Dt ao Letter- 
hit! ograp od and to be 

completei_ b; ‘orm, Send Ly sam) 
ALBERT B. RiInG’s co. 105 William St. — 
—+or—_————— 





SIGNS. 


C™yr vod, Si Gok, Barc juantities, oe potebguintes ; 
Sam Hoke fies rlasting $teel. 39th St,, N. ¥. 
———_+o+- ——__ 


SUPPLIES. 


7 D. WILSON PRINTING INK CO., Lim: 
W e of 17 Spruce 8t., New York, —_ icon 
ames cut inks than any other ink house in in the 
ie. 





HALF-TONES. 


Me - half-tone better than 
getting. STANDARD, cram se, N. 8 


ERFECT co r haif-tones, | 
P= OPPs nes, St aE a 





THE YOUN Ww. 
GRAVI G00. . Youngstow: m Ohio. 
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ADDRESSES AND 4 AND ADDRESSING, 
Re cuantiy ROUTE va (AMES, heads of families, ony 


pe ei rite, Ont 3 eamapre 200, 25 cents. 


aac sell 
MAILING MAC. MACHINES. 


My Net + DICK i MA TONLE M4 HLEs® MAILEK lightest and | 


$i2. Val LENTINE, 
Mfr., Ye vert Vermont 8t., Bafa § 


FINA {NCIAL. 

66 RACTICAL, Wall Street.” A pamphlet for 
Pia rs, Write for free copy to MALLETT 

& WYOKOPF 10 Wall St., New York, 

—_—_+o———— 

PER 1 Less for more ; an 
% TRE GOIN WRAPPER CO., Detroit, it Mick 
#2 per | “ Acme,” oo most  practignl cota 

inaller- made made. 


terior ones. dd for viele. OME COIN 
MAILER co., )— A, lowa 
—————_~>——— 


COIN CARDS. 





PREMIUMS. 


) ae goods are trade builders, Thou- 
sands o < paggenive preminms suitable for 
publishers and o' from the foremost makers 
and wholesale — in = and — 
lines, 500-page fy iat ine lustrated a 


blished Pag all 
. F. MYERS CO., 46w, aiden Lane, NY Y. 





—— 
ADVERTISING NOVELTIES. 


APEROID Foskes A. 4x7, 1,000 for 
including ad ear like leather.” Fl ie 
& SON, Sth above C nut, Phi 


A sRiont, finely « me steel nail file, in metal 

d leather Sam if interested 
to aavertivars swith your ‘ad on, 10c. ; 100, $3.50; 
1,000, $30. YON, Owego, N.Y. 








PRINTERS. 
Pre Write R. CARLETON, Omaha, 
Neb., for copyright lodge cut catalogue. 
E lead the world in circular and booklet 
printing. Write us. MOTOR CO., Milo, la. 
iy a are 4 setisied where you are, try us. 
e al 


aes of book and news; 
rinti mptly and satisfactorily. UNION 

PRI ain Be + IBV Vandewater St., New york. 

———-po—___——— 
ADDRESSING MACHINES. 

AD ROREESIRG MACHINES — Ko zee. used in the 
tenci] Addressing Machines, which 
FR. onan envelopes, etc., at the rate of 
100 epo7 ——_. ae card index system of addréss- 


ing. 8 cree <. Gime s oe 1 meney, used by 
inters’ ink. "bt Co,. and scores 








of others hone he nat ; write us 
for terms aan" c roalaee, ALLACE & CO.,, 29 
Murray St., N. ¥. City 

EXCHANGE. 


| apn what you don’t want for some- 
thing you do. If you have mail order names, 
stock cuts or something similar, and want to ex- 
em for others, put an advertisement in 
Printers’ INK. There are pro! many per- 
the readers of this paper with whom 

you can ¢ ee y and advantageous ex- 
change. © price for such advertisements is 
bt me Ted s. line each insertion. Sendalong your 


DECORATED TIN BOXES. 


Lf of a package ofttimes sells it. 
Tt be rte cannot | glee bow beautifully tin 
can be decorated and nd quota they are, 
until yeu ae our samples and quotations. Last 
i ie, many other things, over 
nm million Cascaret _—, Xnd ve million vas- 
boxes and caps. Sen a for 2 tin | Sy re- 
minder called “ Do It Now.’ free; so are 
any samples you 


Gesire onan 
CAN yt COMPANY, 
161 Water Street, 


Brooklyn, New York. 
The largest makes of Tin Boxes outside of the 
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MISCELLANEOUS. 


MA cata ‘ire get back postag back postage, by inclosing ot 


tee tallies 
ELECTROTYPING. 


E make the electrotypes pes for PRINTERS’ 
We do the electroty ping for some ot 


largest hi ti Wri 
rices. WEBSTER, CORA WFOR & CALDER 
Roso st. , New York. 


+o 
FOR SALE. 


OR SALE — Goss Perfecting Press, 4 

pages, 6, 7 or 8 columns ae condition 
Complete stereotyping outhit, 
etc. Price very low. fddress "1 . PRead ed 
Printers’ Ink. 


ELL-KNOWN, ‘established, 
Order Busi ~~ 4 Y. 
$40,000 to $50,000 y 
easy 
ing wri rE a 
cago, Ill 


OR SALE—Cox Duplex Flat Bed Perf: 
Press, latest Angle-Bar pattern, orate 
or 8 pages of six or seven columns, and 8, 
16 pages of m ne size; used onl 
Siene ; first oy a 
ata Th way e are puteing | 
ARTHO CAPPER, Topeka, 


legitimate Mail 
Chicago, doing from 


+o 
ADVERTISING MEDIA. 


CENTS per line for adverti: 
1 JUNIO —_. Pa. — se 
EACH for 5e. per line, 


HOOSI tim Montpelier, Ind. 
N Southern lowa the best coun week! 

the Chariton HERALD, 2,100 —~ A cire’h, . 

RITE to us about “ 8 Business Bringers.” 
THE RELIGIOUS PRESS ASB’N, Phila., Pa. 
AS GUIDE, New Market, N.J. A 
postal card request wil will bring sample copy. 
NY person advertising in PRINTERS’ INK to 


the amount of $10 or more is entitled to re- 
ceive the paper for one year 


OULTRY nas, fate. : ad rae 5 cents 
ne. reu on monthl WIL- 
LiaMS & METLAR, to Ss N.J 3 
TTOWN TALE, Ashland, Oregon, has a 

teed circulation of 4.500 copies each issue. 
Both other Ashland pa; are rated at less than 
1,000 by the American ewupaper Directory. 


N1LY 50c. per line for each insertion in entire 
list of 100 country papers, located —_ in 
York, New Jersey and Pennsylvania. 
UNION PRINTING Co., 15 Vandewater 5t., N. Y. 


Plast your ad in the POST. It reaches ten 

thousand readers among the wealthy 

be nary y class every week. cents an inch, 

play eae line, reading. POST, Middleburg, 
van 





10 WILL pay for a tive-line advertisement 

four weeks in 100 Illinois or Wisconsin 
81 newspapers, CHICAGO NEWSPAPER 
UNION, 10 Spruce 8t., New York. Catalogue on 
applicati on. 100,000 ‘circulation weekly. 


ENZIGER’S MAGAZINE, the illustrated Cath- 
olic family monthly. ‘Indorsed b a Ms 
archbishops and bishops. Subscription 


wr! food. 

BENZIGER BROS., 36-38 

ew 

Tn LIVE enoce “Tanda, 16-page illustrated 
market and farm weekly reaches 18,000 M5 
rs, breeders and farmers, Rates: leas than 500 

linge, 7 ete, 500 to 1,000 lines, 6 + a0 to 2,000 

4 cents ; my p.. hnes, 4 C3 ba a 


we HE ive E 
me TH Lt STOOK REPORT, Union Brock 


50,00 


GUARANTEED circulation, 15 


firms. If you are advertising an 
know of the PATHFL a you are miss 

mething Ask —- ae 
THE PATH INDER, Washington’ D 








a NESS OPPOR OPPORTUNITIES. 


re Und aes at rt 4+ 
ol ‘v0 
and address to spend vee 


If aes 
uaa neta es 9G 00.5 Estat St-NY. 


to sella business or any kind of 
Trial you wish is anywhere for quick cash, ab. ive 

ena orice; I will send free booklet 

ta on it’s done; no commissions. EMER- 

N DE PUY, Specialist, De Des Moines, La. 
ALTIMORE’S department stores enlarging 
B whenever neighboring propersy can be se- 
qred: Baltimore will advantageously 
support § few more live merchants similar to 
wart & Co., who have recer.tly opened here. 

‘ou desire to secure a building site in this city 
Eat a cent eash, to build at your expense an 
o-date corner store, we i to all, 
nm communicate with 


. BOOKS. 


RINTERS Lg a AND HINTS, 25c. Circular 
Pt free. KING, Printer, beverly, Mass. 
TERARY GEMS, 12. each, or donen, Leer 
L' ent, one dollar. They are fine. NITOR 
PUBLISHING CU., 212 E. 5th St., Cincianatl. 0. 


66r[PHEORY and and Pract 





Practice of savoring.” ” first 
yA complete lesso In 
repala cents, cloth g1. GEORGE 
W Pt AGENSEL EK, A.M., Author, Dept. P. 1, 
Middleburg, Pa. Pe Se 
66 M*, ADVERTISING PARTNER,” a book 
for merchants and advertisers who 
= —_ own ads. * A gh of picy meat 
By mail igi. a Pon OWLAND, Pub. ne Columbus, 0. 
DVANCE orders for copies of “Leadi 
Newspapers, Consider from the Stand- 
int of ae Advertiser,” second = and , 
lly revised edition, are now solicited. 
rice for the book is One Dollar (oy wholesale 
$50 a hundred), payable in advance. Ad 
EO. P. ROWELL & CO., 10 Spruce 8t.,New York. 
———__+o> —__——_ 
ADVERTISEMENT CONSTRUCTORS. 
Bees LIFTER conus advertising. 
Scofield Bldg., Cleveland, O 
Ws ads that poy pay! Write c. O'DONOVAN, 
528 Division it., Fall R River, Mass. 
WRITE ads that draw trade. Sample free. 
J. H. LARIMORE, Westerville, Ohio. 


AILORDER ADV’G written and | pinned. 
EUGENE KATZ, Boyce Bidg., Chicago. 





[Zz WRITE Al, trade-drawing “ Peas. ”" MARY 
THAYER, 5 Gallup St., idence, R. I. 


USINESS-BRINGING ads—samples for on ES. 
ter. JOHNSON, 45 Ky. Ave., 


QPrEc 1AL cuts and d_special writin; mt eve’ 
retail business, Very low rates for 52. AR’ 
LEAGUE, New York 


Cm Catchy Compinations. ay, clinch. 
Word be rag sd all wares. CAREY FOSTER, 
Poughkeepsie, N. 
WRITE ads uk pull, ai and bring business. 
Wr.te to me—do it to-day. PAUL L. SMITH, 
520 Davis St., Evanston, Ill. 


ADVERTISEMENTS, book booklets, folders, written 
w. SELLER, 


printed. GEO WAGENS 
Middleburg. Pennsylvania. 
ENRY FERRIS, his mark, 
918-920 Drexel Suléins, Patingete a. 
Adwriter and business adviser. Write. 
M* business is to =< ee that wm 


ath your business—need help! WM. 
BESACK, 934 Barnett Ave., Kansas City, es 
WRITE ads that sell the goods—so 
say. That’s the li ou wom, | the A: kind 
oa ‘ou can afford ti fo, tent pe rticulars. E. L. 
ID, Attica, In 
wry you vom me to send you some samples 
effective mail order aga J se- 
ries of follow-up gy I wrote brought a $500 
order MILLER G!L ERT, 1836 
N. Zist 8t., Philadely 
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51 
ERE eqn you gut 0 Boskiet an comalete as 


a | 
Ww esterday,:as absorbing as to-day or as 
modern as to-morrow ! Inquire of C. Pol 
of Plaintield, N. J. 

ERS—that hit—HAINES, Phila.” 
us that sell HAINES. Phila.” 
AIN Ni w 
HAINES. 


ES, 
list 

« WILINWOOD D HAINES. 112-14 Chestnut, Phila.” 
I yous an pains ‘to pays pay a fair A) pies. iF you 

work, let me send Rey some sam, 

re easily aad sfled, so one else can 
for less.” BENJAMIN. SHERBOW, 
1019-21 Market 8t., Philadelphia. 


Z 


MPROVING PRINTED MATTER. 
new and taking designs » J 
copy is my work. ust starting fitth 

ing better ree me - Booklets, 
folders circulars ani bestness 6 sta 
WALTER JAMES DRAF DRAPER, Fulton N. ¥. 


GoME firms think that nobod: 
business can 

ature for =. 
they try 


Chestnut St... Philadelphia. 

y apr “YOUR ood results for ” ou. Have you ' 
e can ‘ood results for you. ve 

seen our new let, “ HOW TO MAKE YOUR 

ADVERTISING’ Pay sg WT ~A 3 us on your busi- 


ness station: cone. 
VUORBE! Me COMP. Y,S) jalists in “‘ Your 
Advertising,” Morton Bldg. on Bldg., } ‘ew York City. 


I I MAKE A SPECIALTY 
of pre ng catalogues and form letters 4 
manuthetarers doing an export business, and b 


4 
All kinds of —_— 
257 Atlantic Atlantic Ave., Boston, Mass. 


A> RITERS and designers should use this 
qotame Se mnevenge their business. The 
cents a line, cheapest 
jum published > on circula- 
tion and influence. A number of the most suc- 
| adwriters have won fame and fortune 
through persistent Ly of — iy They 
smail and kept at it. re do like- 
wise. ‘Addressorders’ PRINTERS" IN 10 Spruce 
8t., New York. 


ADS attractive, pointed, terse, 
Ads in bright t and flowing verse. 


66 ELLING MORE GOODS. 


Helping the onknen to sell them. Sell- 

ae without the salesmen.” 
booklet of mine ¥~ jing of the all-impor- 
tant question of increasing sales. An experience 
of ten years as advertiser for | manufactur- 
ing and wholesale concerns qual me to speak 
= — mb ct from a st — 
ite for a copy, W re a 


= UND 
m. Tract Bldg., New York. 


I DON’T CARE 


I how really good 


|“ wholesaler ¥ retailer’. “its free. 
R pecialist, 


poor advertisement of them. — | pooee would 
care to take such v wary goat of having 
their goods unde: if Stee thought of it—bu 
lots of folks stick to just such unreasoning 
ton 2 ‘year in and year A ” » 
many people who — ane such 
ke Catalogu 


pote ae iar ei Bier 
ice reu ‘olde Maili 
Cards ; Newspaper, Magas: my Malling 8 » | 


Advertisements, ete. . 
Ig send samples of thi) t “ suggest ” 
Iness as well an describe it, — let- 
rs inspired le pusinee for me. 
NCIS J]. MAULE. 
diet m 8t., 


No. %. Philadelphia. 


| 
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A PSALM OF ADVERTISING. 
By G. N. Sweetland (Kansas City), 


Tell me not in sneering manner 
Advertising does not pay, 
Rich are they who fling their banner 
Boldest to the world to-day. 
Advertising done in earnest, 
Done with wisdom, heart and soul, 
With determination, sternest, 
Always wins the wished-for goal. 
Lives of many men remind us 
We to great success can climb 
If the reading public find us 
Advertising all the time. 
Advertising with persistent 
_ Energy to spread our fame, 
Ever honest and consistent 
In performing what we claim. 
In the world’s commercial battle, 
In the rivalry of trade, 
We must hustle, shout and rattle 
Ere impression can be made. 
Not enjoyment—rather sorrow 
Is the certain end of those 
Who are apt to let to-morrow, 
Like to-day, unheeded close. 
Careless of their advertising, 
hich, if penned in common sense 
Is the method enterprising 
That insures full recompense. 
ee 


THE VALUE OF SPECIAL EDI- 
TIONS. 


It is sometimes questioned whether 
special editions have much substantial 
value as advertising mediums. | believe 
in them, not only from the publisher’s 
and advertisers’ point of view, but that 
of the general citizen. No one thing 
contributes more to the good reputation 
of a town, than a well-edited and well- 
printed industrial edition. 

It has been the policy of the Mes- 
senger, to get out an Industrial Edition 
once a year, for several years past. It 
has always given a profit, not only to 
us, but to the advertisers, and we be- 
lieve to the town. It means hard work, 
but what can you ever accomplish with- 
out an enpenditure of energy. We do 
not get out the same style of an edition 
each year, but try to improve not only 
the mechanical part of it, but the edi- 
torial part as well. We aim to make 
each edition a little more spicy, newsy, 
brighter, prettier and better in every 
way. We start to work in March. 
Sometimes in February. We compile 
such items of interest as best exploit 
the mineral resources, manufacturing 
and wholesale establishments, railway 
facilities, banking and financial interests, 
schools, churches and building interests. 
We gather them carefully, compare them 
with the year before to show the growth 
and gain and then give a well written 
account under each heading. We illus- 
trate the whole as far as practical with 
halftone cuts and incase the issue in a 
specially designed cover. Every sub- 
scriber os one copy free while hun- 
dreds of extra copies are bought by 
subscribers and sent to friends or rela- 
tives to show what a live, hustling town 
Fort Dodge is. There are many minor 
benefits derived from special editions. 
In every town there are a certain num- 
ber of “invincibles.”” Men who cannot 
be induced to spend any money in the 
regular channels of advertising. But let 
a solicitor come along with a special edi- 
tion, which offers an opportunity for 
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them to get a halftone cut of themselves 
or their store and they can’t resist the 
temptation to indulge. Frequently this 
is the stepping stone to coming a 
regular customer. Some one tells a man 
that was a good picture of him, or a 
well written account, or something that 
gets him to thinking that advertising 
pays after all, and with proper en- 
couragement he becomes a regular cus- 
tomer. A considerable amount of extra 
business is not only secured for the paper 
but diverted from some foolish scheme 
which would do the merchant no good, 
Most men prefer to spend money with a 
home newspaper, if, the publisher will 
get up something that appeals to a live 
man. The Industrial Edition is not a 
mere scheme, but a legitimate enterprise 
and it is generally patronized. It is 
good for the town too. It shows enter- 
prise, lets the world know that the* 
town is increasing and _ prospering 
and its people are progressive. It 
tends to create pride and _ ambition 
to achieve greater things. My experi- 
ence has been that after a paper has 
published one or two Industrial Edi- 
tions, that they are watched for with in- 
creasing interest and when a paper has 
reached a point where it is watched for, 
it has struck the trail to success. 
James E. Dowwnine, 
Advtg. Mgr. Fort Dodge, la., Messenger. 
> 

Goop advertising goes right along 
with its work day and night without 
knowing hours or time for rest.—Pro- 
gressive Advertiser. 








Displayed Advertisements. 
20 cents a line; $40 a page; 25 per cent 
extra for specified position—tf granted. 
Must be handed in one week in advance. 


CANADA. 


C ANADIAN ADVERTISING is best done by THE 
DESBARATS ADVERTISING AG’Y, Montreal. 


















‘ British and 
Colonial 
Advertising 








ail ther.selves of our exception- 
al facilities for oF British, 
Australian a African 
Advertising on the most advan- 


b per terms. But we can 
add toour list. A note of 
inquiry is solicited. J 2% vt wt 
















Cc. Mitchell 2 Co, 
M‘London, f: 6Esen 
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Estimates and every information supplied. 
St. Bride St., London, Eng. 





Founded 1853 











The State, Columbia, S.C. 


The American Newspaper Directory 

for 193 gives a higher circulation 

rating than is accorded to any other 
daily published 


IN THE TWO CAROLINAS 








Ohe Worker 


Published weekly at 184 
William St., New York. 


Official Organ of over 500 
labor organizations; has the 
largest circulation of any 


Labor Paper 
in America. 











Ad- 

Writing 

Practically 
Taught 





If you want in- 
struction that 
fits your own 
individual case 
and gives you 
practical bene- 
fit from the 


start, write for particulars of 
my course. 
WOLSTAN DIXEY, 
156 Fifth Avenue, New York. 





The Homes of 





Joliet and Vicinity 


cannot be covered thoroughly ex- 
cept by advertising in 


The Joliet Daily News 
CIRCULATION 6,869 


Chicago newspaper street sales 
don’t do it. 9 


H. E. BALDWIN, Adv. Mgr. 


























a 


THE WORKER is the best 
edited Labor Paper in the English 
Language. Almost every Union 
man in the United States and 
Canada is a regular subscriber to 
it, also a large number of Clergy- 
men, Students, Men of Science 
and thoughtful business men. 


Union men everywhere 
are the best and highest 
paid workers and the 
most liberal buyers. 


Unlike other papers, THE 
WORKER never wanders into the 
waste basket. It is thoroughly 
read, and then goes on a propa- 
ganda tour among a number of 
fellow workers. Each copy is 
actually read by ten persons. It 
is therefore the best advertising 
medium among intelligent work- 
men. 








Do you wish to in- 9 
crease your business 6 
Then Advertise 
in THE WORKER. 
It will pay you well. 
ADVERTISING RATES, TEN CENTS 


PER LINE, each insertion. For more 
particulars address 


THE WORKER, 
184 William St., WN. Y« 
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Uses 
The Herald 
Only. 


“ Your paper has put me 
ten years ahead,” 


WiLLarp M. Bur-eson, M. D. 
103 Monroe Street, 
Grand Rapids, Michigan. 





Grand Rapids, Mich., 
March 10, 1903. 
Grand Rapids Heracn, City. 

Gentlemen:—In my opinion THz Heratp 
as an advertising medium is the best in the 
city. Since I have been advertising my Pain- 
less Dissolvent Method of Curing Piles, I have 
made a great success, largely through the ex- 
cellency of your paper as an advertising med- 
ium. hen I first commenced advertising I 
used the evening papers exclusively, as I fad 
been told that they “‘covered the field.’’ Af 
terwards I was induced by your representative 
totry Tue Heratp, The results have been 
such that I have entirely dropped the evening 

apers and instead use THz Herarp exclus- 
vely. Now much of my business comes to me 
through the recommendation of patients whom 
I have cured, but the majority of my first 
patients came from seeing my advertisement in 
your paper. 

While merit always wins, it wins more quick- 
ly by judicious advertising. I consider that 
yew paper has put me ten years ahead of where 

would be if I had not used it. I am, 

ours truly, 
WILLARD M. BURLESON, M.D. 


In the next issue of PRINTERS’ 
INK we will publish a detailed 
statement showing that THE 
HERALD published more columns 
of paid advertising in April, 1903, 
than was ever before published 
in op month by any Grand 
Rapids newspaper ; that the ad- 
vertising earnings of the paper 
for April were 41 per cent great- 
er than for the same month of 
the year before. 


GRAND RAPIDS HERALD, 
Grand Rapids, Michigan. 
Bright & Verree, 


Tribune Bldg., Boyce Bldg., 
New York, Chicago. 














‘Don’t Use It 
Unless It Pays You”’ 


THE 


Fort Worth 
Telegram 


FORT WORTH, TEX. 


NOW GUARANTEES 


8.000 Circulation 


The only evening 
paper and the only 
Associated Press 
newspaper in a city 
that is growing ata 
rate of 10,000 an- 
nually. 

Advertising taken 
through any respon- 
sible Newspaper Ad- 
vertising Agency. 
Information and rate 
cards cheerfully fur- 


nished. 


No ForEIGN REp- 
RESENTATIVES. 


The Fort Worth Telegram 
Company 


C. D. REIMERS T. R. TINGLE 
Pres. and Pub. Business Mgr. 
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WHEN The 

astrong Republican two-cent Lewiston : 
Journal ee 


evening paper like 
publishes more reading matter 


The Jersey City 
than any paper east ot Boston. 


Evening Journal 
, The quality is up-to-date; the 


has far the largest circulation 

OK, ee ae half-tone illustrations from the 

shrewd advertisers appreciate. Lewiston JOURNAL’S Own 
Plant are profuse and of unsur- 
passed excellence. 

The Lewiston JOURNAL is a 
newspaper, not an organ. It 
has 150,000 Readers in all 
Maine, and is the Maine Man’s 
Newspaper at Home or Abroad. 
Address all orders 


LEWISTON JOURNALCO. 
LEWISTON, MAINE, 


ie eee ODD DID DD DPD PPD IPD PPP PPO 
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The St. Paul Globe 


Circulation Jan. tst., 1903, 31,050. 
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DAILY AVERAGE CIRCULATION : 


1899—14,486. 1900—15, 106. 
1901—15,891. 1902—17,532. 


1I903—I1 8,460 


A HOME, Not a Street 
Circulation. 
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Average Circulation for month 
of December, 1902, 28,398. 


The Globe’s increase in circulation and advertising patronage the 
last six months has been greater than that of any other Twin City 
newspaper. Largest St. Paul morning circulation. Books 
open to all interested. 


THE GLOBE CoO., St. Paul, Minn. 
M. F. KAIN, Business Manager. 


Foreign Representatives : 


CHAS. H. EDDY, Tel. 2971.-John 
10 Spruce St. NEW YORK CITY. 
F. S. WEBB, Tel. Main 2467 


87 Washington St., CHICAGO. 
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NOTES. 


“Tue Drug Store of To-Day” is an 
effective folder from the Astoria Phar- 
macy, Washington, 


“An Even Dozen Opinions” is a little 
booklet of commendatory letters from 
Grit, Williamsport, Pa., with reproduc- 
tions of small mail order ads that have 
been exceptionally successful. 


“Cocs that Fit” is a neat little book- 
let from the Engineering Agency, 
Monadnock Block, Chicago, explaining 
that concern’s methods of finding posi- 
tions for mechanical experts and supply- 
ing manufacturers with technically skill- 
ed employees. 


“Tue Parable of Rubbanek, the 
Brother of Eze Munn,” is a small book- 
let being sent out by the Aetna Life In- 
surance Co., Hartford, Conn. In the 
guise of an Egyptian parable it gives 
a forceful exposition of one of this 
company’s policy plans. 

A neat little booklet on Japanese pa- 
‘el announces that the May export num- 

r of the Engineering and Mining 
Journal, New York, will cover China, 
Japan, Korea, Formosa, Siam, the Straits 
Settlement and British India, and gives 
interesting statistics regarding our trade 
with those countries. 


“How to Pack Gas Engine Cylinder 
Heads” is a little leaflet combining use- 
ful technical information with a modest 
word for “‘Mobilene,” an asbestos pack- 
ing material made by the H. W. Johns- 
i William street, 


Manville Co., 100 W New 
York. The omission of sweeping 
claims for the commodity will tend to 


give this leaflet higher advertising value 
with engineers. 


“Matt. Order Success” is a large 
poster folder from the C. E. Ellis Com- 
pany, New York, containing information 
about the Gentlewoman, Home Month- 
ly, Metropolitan and Rural Home, Para- 
gon Monthly and Park’s Floral Maga- 
zine, hese five publications have, ac- 
cording to the 1903 issue of the Ameri- 
can Newspaper Directory, a combined 
circulation of 1,775,000 monthly. 


THe June issue of the American 
Electrician, New York, will be a con- 
vention number, the occasion being the 
National Electric Light Convention in 
Chicago May 26-28. Copies will go to 
every electric light plant in the coun- 
try, as well as to street railway and 
telephone companies, consulting and con- 
tracting engineers, manufacturers of 
steam and electrical apparatus, jobbers, 
supply dealers and the trade generally. 


“Sunny Suburban Homes” is a fine 
picture book issued by the traffic de- 
partment of the North Shore Railroad 
to advertise its suburban service out- 


side of San Francisco. Besides the 
beautifully arranged halftone views, ac- 
companied by brief arguments for life 


outside the city, there are pictures of 
the company’s new broad gauge cars, 
with a description of its power plant 
and the various safety devices that have 
been adopted on what is said to be the 
peagest transmission electric line in the 
world. The designs, engraving and 
printing are_by the Gensler-Pierce Com- 
pany, San Francisco. 
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A TASTEFUL illustrated folder 
from the Colonial Hotel and “Bath 
House, Mount Clemens, Mich. . 

Tue Frank B. White Company, Chi. 
cago, has moved to larger quarters jn 


the Fisher Building, corner of Wabash 
avenue and Monroe street, that city, 


“THe Bishops and The Pilot” ig g 
dainty booklet from the Boston Pilot, 
contaraing words of commendation for 
this old Catholic weekly from seventeen 
bishops in various parts of the United 
States. 


In connection with the gold mini 
stock constantly being offered through 
newspape: and other advertising, anew 
book just published and for sale by 
Henry S. Bunting and Edward Van 
Asmus, 110 La Salle street, Chicago, 
will prove a source of technical infor. 
mation. It is entitled ‘Gold Dredging, 
the New Industrial,” and treats of the 
lately discovered method of mining gold 
from barges. 


Streeter’s Bulletin is a small periodi- 
cal issued at intervals by W. L. Street- 
er, printer and stationer, Saco, Maine, 
Ordinarily a four-page sheet, it was in- 
creased during the pre-holiday trade 
by a cover in two colors. Short talks 
about printing and stationery, brief de- 
scriptions of goods, illustrated by cuts, 
together with a miscellany, make up its 
contents. Considerable space is also 
given to advertising sanding magazines, 
with a view to bringing business to Mr. 
Streeter’s subscription agency. As @ 
store periodical it is well worth exam- 
ination by anyone contemplating adver- 
tising along similar lines. 


Province and stating the “circulation” 
of a bulletin board is a new way of 
presenting the advantages of such a me- 
dium to advertisers The Viaduct Di- 
rectory Company, of Atlanta, Ga., owns 
space along a viaduct in that city, and 
displays business cards, church and 
amusement announcements and other in- 
formation of this character. This bulle- 
tin is covered with glass, is in charge of 
an attendant, and is lighted at night. 
To give a concrete idea of the value 
of an announcement in such a public 
place the company recently counted the 
people who saseed it one day, and found 
that the bulletin had a “circulation” of 
391743. ke 


“DISAPPEARING PAPER” is a new 
French invention recently described in 
a Parisian trade journal, La Papeterie, 
according to the New York World. The 
paper is steeped in acids whose strength 
is tempered according to the term of 
life desired for the fabric. After Ary- 
ing and glazing the acid is superficially 
neutralized by means.of alkali vapors. 
As the acid remains in its fibre, how- 
ever, it is but a matter of time before 
the sheet is consumed, literally disap- 
pearing and leaving no trace of itself, 
muck less the writing it contained. By 
careful regulation of the strength of the 
acid bath it is possible to manufacture 
paper that will vanish within a few days, 
or its term of life may be prolonged 
for months—pnerhaps years. As a new 
convenience for those who have use fr 
invisible and sympathetic inks this will 
doubtless prove a valuable invention. 
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The Record 
i/o) & @) . advertising 


xperience as editor 
Commercial 


> Organized Western 
16 9 re) Agricultural Journals 
Associate List, “Iead- 

ers of the Great West 
and Star of the East.” 


Began Publication 
of Agricultural « Ad- 
vertising. Founded, 
named and edited it. 


ized and es- 
tablished The Frank 
B. White Company 
Srigtnated its policy, 
formulated its 
ods and made it a 


Increased capital 
stock of Frank B. 
White Company, en- 

its capacity 
an ave it a com- 
manding position 
amo: the great 
ve agencies. 


pone A, 4 ae 
in B. 


White Co. and Cae 
the publication of 
Class Advertising. 


Organized "s 
CLass ADVERTISING 
Co, under the laws 
of Illinois with a 
capital stock of 8100,- 
000. Leased commo- 
dious offices in the 
=e Caxton Building and 


@ and to do more 
business and do it 
better than ever be- 
fore. 





In the Light 
of the Past 
we go 
Foward 


Will you use 
our Light 


“I know no guide 
but the lampof exper- 
ience,’’ said Patrick 
Henry. 

The lamp of my ex- 
perience which in 1886 
was like the faint 
glimmer of a tallow 
dip light has after be- 
ing at it 17 years be- 
come the searchlight 
that illuminates the 
whole field of class 
advertising. White's 
Class Advertising Co. 
has secured the front 
half of the ninth floor 
of the Caxton Build- 
ing, 334 Dearborn 
Street, Chicago, with 
more than2,000 square 
feet of floor space 
which is being equip- 
ped: with the most 
modern conveniences 
for the transaction of 
@ modern advertising 
business along class 
lines. I shall be glad 
to talk about my 
special service system 
which was originated 
and developed by me 
and has been success- 
fully used in behalf 
of many advertisers. 


Frank B. White 


Counselor at Advertising 








334 Dearborn St., Chicago 
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NOTES. 


Tue Michigan Stove Company, De- 
troit, sends a large folder showing four 
new kitchen ranges to excellent pur- 
pose. 


An attractive mailing card, embodying 
a good idea, comes from Walter Meyner, 
designer and illustrator for advertisers, 
150 Nassau street, New York. 


A SMALL booklet containing letters 
from those who have tried the service 
of the Will W. Dunkle Advertising Co. 


comes from that concern’s office in 
South Bend, Ind. iF 
From the University Society, New 


York, come two excellent booklets, il- 
lustrated in color, containing specimen 


pages of the Booklovers’ Shakespeare 
and the Library of Inspiration and 
Achievement. 


_“THE Mysterious Cellar” is an in- 
differently printed and over-displayed 
booklet from F. J. Cheney & Co., To- 
ledo, Ohio, dwelling upon the fact_that 
this firm’s well-known remedy, Hall’s 
Catarrh Cure, is made in secret. 


A convinctnG folder gives facts about 
the Protectograph, a device to prevent 
check-raising made by G. W. Todd & 
‘0., Rochester, N. Y, and includes a 
reply card for ordering the firm’s ex- 
planatory booklet, “The Seal of Secur- 
ity.” 


“EDUCATIONAL Promotion in Philadel- 
phia” is a small booklet from the Phil- 
adelphia Evening Bulletin quoting rates 
on educational display ads and classified 
liners. This daily claims to have print- 
ed more school ads during the past year 
an any other newspaper in the Quaker 

ity. 


THE summer price-list of the Dunham- 
Fulton Gun Company, Oshkosh, Wis., 
is a well arranged book of forty pages, 
listing boats, canoes, fishing and hunt- 
ing- tackle, camping outfits and all the 
appurtenances of the good old summer 
time. In compactness and information 
it bears comparison with other lists sent 
out by this firm. 


AccorpInGc to advertising matter re- 
cently received from the Times, Tren- 
ton, N. J., that daily now carries up- 
wards of one hundred classified ads in 
each issue, which is considered an ex- 
cellent showing in a city of its size, 
This paper claims a daily circulation _o 
14,000, reaching not only eighty-five 
per cent of the people of Trenton, but 
eighty per cent of the homes in eighty- 
seven towns and villages within thirt 
miles of the city where it is published. 

A sIxtTy-Two page mail order cata- 
logue from the Washington Shirt Com- 
pany, Chicago, contains excellent de- 
scriptions of popular priced haberdash- 
ery, illustrated with color reproductions 
of cravats, suspenders and shirtings, and 
containing swatches of underwear and 
suiting fabrics. Especial attention is 
called to promptness in filling orders, 
and a news item is reproduced from the 
Chicago Journal detailing the instance 
of a patron in Elkhart, Ind., who sent 
an order by mail in the morning and 
received his package by express in the 
evening of the same day. 
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Mr. Witiiam_B. Conen, advertising 
manager of the Library Bureau, Boston, 
has established an exchange department 
for advertising, the latest productions of 
his department being sent to advertisers 
who are willing to send him specimens 
of their own publicity. As a means for 
keeping posted upon new ideas such a 
service ought to be well worth the ex. 
tra postage and printing. The Library 
Bureau has recently opened an office jn 
the Connecticut Mutual Building, Hart- 
ford, Conn., in charge of Mr. E 
Myers, assistant manager for that State. 


y W. N. Ausucnon, of St. Louis, whose 
Piccolo Paragraphs” was favorably 
commented upon in Printers’ INK some 
time ago, has written a new volume of 
business axioms entitled “Business Vex- 
ations and Some Other Things.” That 
it is worthy to rank with its predecessor 
is shown in the following excerpts: 
“Trade will follow suggestion. If a 
storekeeper wants business he must make 
suggestions. He will have as many fol- 
lowers as the quality and power of his 
work compares with that of his com- 
etitors.” “Display is suggestion. A 
andsome, attractive display of goods 
brings purchasers. Advertisements are 
cugpstione ane there are a thousand 
different ways of advertising success- 
fully. Salesmen and _ solicitors are 
‘suggestions,’ and very animated ones 
at that.” “A man of ‘ideas’ makes a 
profit on his thoughts by putting them 
into practical form—not merely thinking 
them.” “Competition is the great bug- 
bear that frightens the wits out of one 
half the people who conduct business. 
The other half bother very little about 
it—manage things in the right way— 
and make ‘money.” “Giving much 
thought to what a competitor is doing, 
doesn’t pay. The same amount of en- 
ergy devoted to teaching the trade about 
our own business—will pay big.” “A 
ouse that depends upon inferior goods 
and lower prices to make trade, will 
eventually succumb to the better 

of its competitor.” “It is better to be 
imposed upon to a certain degree, than 
to impose upon others.” “If trade were 
restricted to the things people actuall 
need, we wouldn’t have so many rail- 
roads. It’s what people are taught to 
believe they need that makes business.” 
“The field for ingenuity and originality 
is as great in one line of business as in 
another. Doing ‘something different’ 
is the keynote to business advance- 
ment.” 


I love my love 
with a “Y.” 


Printers’ INK is a journal published 
in fhe interest of good printing, and 
good printing is something every ad- 
vertiser and printer should know about. 
It encourages and publishes interchange 
of practical ideas on these subjects and 
covers ground that no other journal 
attempts to cover. It is an advertising 
and printing specialist. When you want 
the best in anything, consult a specialist. 
Yarrington, Carbondale, Pa. 





—E. 
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| Don’t Advertise 














except you find it profitable. Did you ever advertise in a Labor 
Paper—a paper owned, published and edited by Workingmen for 
Workingmen ? 

It is a well-known fact that organized workmen are the most 
intelligent workingmen, therefore getting the highest wages and 
being able to consume more and better goods. Organized labor 
does not only read and support their papers published in their 
intetests, but also supports those business men who advertise in 
their paper. A labor paper always will be read thoroughly and 
therefore it is profitable to advertise in 


Che New York 


Yolkszeitung 


The Largest Labor Paper :*. German Language 


THE New York VOLKSZEITUNG is the official organ of 
over THREE HUNDRED Trade and Labor Organizations and 
about TWO HUNDRED BENEVOLENT and other societies 
of New York and vicinity. 

Some of the above organizations, as viz.: The Workingmen’s 
Sick and Death Benefit Association has a membership of over 
29,000; the Workingmen’s Co-operative Fire Insurance over 
15,000; others range from 200 to 10,000, 

THEREFORE, it is a fact that THE New YorkK VOLKs- 
ZEITUNG has the largest circulation of any DAILY LABOR 
PAPER in America, and 

It is further a fact that readers of THE NEw YorK VOLKs- 
ZEITUNG take more interest in their paper than do the readers of 
any other paper. Almost every reader acts as an agent for the 
paper, hoping to enlarge its circulation by recommending it to his 
friends and PATRONIZING THOSE FIRMS WHO AD. 
VERTISE IN IT. 

We have some firms who have advertised for the last twenty 
years in THE NEw YORK VOLKSZEITUNG. This shows that it 
pays them well. NOW 


Do You Wish to Advertise Profitably ? 


GIVE US A TRIAL AND WAIT FOR THE RESULT 














NEW YORK VOLKSZEITUNG 
184 William St. New York 
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C. L. Dresster & Co., 
PuBLIsHERs. 
Cuicaco, April 24, 1903. 
The New York Magazine of Mysteries, 22 North William Street, 
New York, N. Y.: 

GentLEMEN—We have your favor of April 
21, and in reply will say that our copy for 
your May number was placed some time ago 
through our agents, the Shaw-Torrey Co., 
Ltd., of Grand Rapids, Mich. 


We are well pleased with the 


MAGAZINE 
MYSTERIES 


It has paid us handsomely from the very first 
insertion. Our inquiries from your magazine 
cost us less, and we get more orders, than 
from any other magazine carrying our ad. 


Hoping for our continued mutual success, 
we are, 
Yours very truly, 


C. L. DRESSLER & CO. 
Per C. L. Dressier. 








Circulation 100,O0OO Guaranteed 
Rate 40 Cents Per Line. 
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— 
To Advertisers 





According to the American Newspaper 
Directory of October, 1902, the two other 
English papers of Milwaukee are each 
given a rating of over 20,000 circulation. 
The Journal Company guarantees adver- 
tisers that the PAID CITY CIRCULATION 
alone of The Milwaukee Fournal is larger 
than is the PAID TOTAL CIRCULATION of 
either of those papers, and greater than is 
their combined paid city circulations, The 
PAID CITY CIRCULATION of The ¥ournal 
is not so high as 20,000. The Fournal will 
pay to Mr. Rowell or to any other adver- 
tiser using Zhe ¥ournal and either or both 
of those papers the sum of $1,000 in cash 
if he or they can disprove, with the records 
of the papers referred to, this claim of The 
Journal Company. The Fournal hereby 
consents to be represented by the repre- 
sentative of the Association of American 
Advertisers. The PAID TOTAL CIRCULA- 
TION of The ¥ournal is double that of 
either, and greater than is the PAID 
CIRCULATION of the TWO COMBINED. 





STEPHEN B. SMITH, 
30 Tribune Bldg., New York. 





The Journal Co. 














C. D. BERTOLET, 
Boyce Bldg., Chicago. 
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__SAN JOSE HERALD. _ 


7eek CaLIVONNYA. MONDA ¥ APTRENOON, 





[NIZA TION ae PRESENT | 


“a rom 
(EVENING) 





———f 


Two progressive newspapers 
covering the morning and evening 
field of the Santa Clara county, 
one of the richest valleys of the 
world, with a population of 65,000. 


SUNDAY MERCURY and HERALD 


A combination Sunday paper 
covering the whole field. Read 
in 10,000 homes. For particulars 
and rates, address 


LaCOSTE @ MAXWELL, 


140 Nassau Street, 112 Dearborn Street, 





New York City. Chicago, Il. 





J 
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nto a Good Thing” 


Office of DAILY Press, 
GRAND ISLAND, Neb., April 7, 1903. 
Printers Ink Jonson, New York: 
DEAR Sir—We have heard a great deal about your ink, 
but have never tried any. Please accept this trial order and 
send to us as quickly as possible 


1 lb. Rose Lake at $1.00. 
2 lbs. Milori Green at $1.00. 


We ave users of considerable ink, and if yours prove satisfac- 

tory, we will buy all from you. Please send us an ink catalogue, 

as we are ordering from a borrowed one. Respectfully, 
AUGUSTINE Bros., Publishers. 








GRAND ISLAND, May 4, 1903. 
Printers Ink Jonson: 
Inclosed find $3.00 for which send us by return express 3 lbs. 


Milori Green in ¥%-lb. cans. Respectfully, Aveverimm Base 


GRAND ISLAND, Neb. May 6, 1903. 
Printers Ink Jonson: 

DeAR Sitr—lInclosed find money order for $13.00 for which 
please ship us via North Western and Union Pacific freight the 
following : 

100-Ib. Keg News Ink, $5.00 
10 lbs. H. F.. Job, 2.00 
3 Ibs. H. D. Book, 1.00 
5 lbs. Milori Green, 5.00 


$13.00 ° 

I suppose you must think we eat ink for a new customer, as this 
is the third order sent you within three weeks, but we know a 
good thing when we see it. Respectfully, Avcusture Baos 


Send for my new price list contain- 
ing valuable hints for the press-room. 

















ADDRESS 





PRINTERS INK JONSON, 


17 Spruce St. 


New York 
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CLIPPED AND PASTED. 


Some of the people who object to 
newspaper publicity when they are doing 
wrong are willing to pay big prices for 
it when they have goods to sell.—Bos- 
ton Globe, 


A—Do fe believe advertising Pn s? 

B (in disgust)—No. Didn’t I find a 
purse the other day and advertise for 
the owner—and find him? Pay? Not 
much!—Stray Stories. 


Tue time is past when poets starve 
In garrets without hope, 
They’re making scads by writing ads 
For breakfast .foods and _ soap. 
—Philadelphia Record. 


Deacer—Here is a cigar that I can 
conscientiously recommend. 

Customer—Excuse me, but I'll try 
some other brand. was formerly in 
the business myself.—Houston Fost. 


A ruc peddler called several times at 
a Wichita (Kan.) house and found the 
people away from home. At last he 
wrote and pinned this note on the door: 
“Madam: Kindly remain at home to- 
morrow forenoon. I want to sell you 
a rug.”"—Kansas City Journal, 


“Say, Parker, why does that dentist 
go around telling strangers funny 
stories?” 

“Why, he has an eye for business. 
When they laugh he notices their teeth, 
and if they need fixing up he passes 
over a card.”—St. Paul Trade. 


CorrESPONDENT—“You saw what the 
papers said about you this morning, I 
presume?” Retired Millionaire  (presi- 
dent of a great corporation)—”No; 
don’t know what they said about me, 
but you may say for me, sir, that there 
wasn’t a word of truth in it.”—Chicago 
Tribune. 


THE Congres (confidentially) —In 
a few weeks from now I am going to 
launch a presidential boom that 
astonish the natives. 

he Wine Agent (absently)—Say, 
old man, have my wine used at the 
launching and fifty cases are yours!— 
From Puck. é 


“Do you subscribe to the theory that 
people’s characters are made by what 


— 


will 


they eat?” ; 
“No,” answered the scientist; “but 
judging from the advertisements I 


should say that in many cases their rep- 
utations are made by the medicines they 
take.”—Washington Star. 


Miss Booxtey—“You are from Bos- 
ton, I believe, Mr. Staples?” 

Mr. Staples—“‘Yes. I have lived there 
several years.” 

“Then you must know all about 
Browning and Emerson?” 

“N—no, I can’t say that I do. Cloth- 
ing firm, isnt it?—Kansas City Journal. 


“IT HAVEN’T seen a good short stor 
for months. What has become of all 
the writers of fiction?” 

“Don’t. you know? They are all at 
work writing attractive little pamphlets 
for the get-rich-quick promoters who 
are starting automobile concerns at 


every cross road.”—Automobile Maga- 
zine, 
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Tourist (from the North)—W 
the policy of ies weekly Pd s 
_, Landlord (Arkansas tavern) —Wee-el, 
it’s agin the revenue collectors, ni 
dudes an’ the Republican party; an’ fer 
lynshin’s, free whiskey, an’ free silver, 
—Ex. 


Hiram—Yes, old Cyrus Kale went to 
the town paper and advertised for a 
cook, laundress, seamstress, wood cutter 
milker, barn yard attendant, soap- 
maker— 

Silas—Stop! How in tarnation much 
space did all them advertisements take 


up? 

Hiram—Thar was only one advertise. 
ment. Old Cy advertised in the person- 
al column for a wife.”—Chicago News, 


_ THE Japanese are said to acquire for 

eign languages very readily, but they 
sometimes conclude prematurely that 
they understand a language when they 
have only learned the meaning of iso 
lated words. The Ratlroad Gazette has 
picked up a Japanese railroad advertise. 
ment which reads: “The through train 
services between two terminals of Osaca 
and Nagoya are operated five times, of 
which two being the Express train from 
either terminus per day, with all the 
carriages of bogie system which accom- 
pany a uniformed attendent and provi- 
sion sellars making themselves to be 
useful.” —E-x, 


THE secret of happiness, vainly sought 
for centuries, has been found at last by 
the author of a “‘personal’’ advertisement 
in a morning paper: 

Dear Wife—Please think all youn 
men are foolish. I have chan ed ond 
will devote the balance of my life try- 
ing to make you happy. have an aw- 
tomobile and two straps; everything to 
make us i 

The formula is so simple that the 
wonder is no one discovered it before. 
Of course, happiness was impossible 
before the automobile was invented, but 
several years have elapsed since this 
boon was first conferred on mankind. 
—New York Evening Post. 


“T Notice,” said the curious indivi- 
dual, “that your advertisement states 
that ‘there is no charge for administer- 
ing As when other work is done.’” 

‘That’s what it says,” replied the 
dentist. 

“Well, I’ve lost several nights’ sleep 
trying to tell what that means. In the 
first place, what would one want with 
gas when other work is done? Gener- 
ally he wants it before and while the 
work is doing. Or if, on the other 
hand, it means that when the admini- 
stration of gas is the only work required, 
no charge is made. am no less puz- 
zled. Why should anyone but a dope- 
fiend seek a dental office merely to take 
as, and why shouldn’t he be charged 
or it? And it—” 

But by that time the dentist had his 
revolver ready and he made haste to 
remark: 

“My dear man, you have struck a 
snag. I don’t like your nerve. If you 
don’t extract yourself in about a minute 
I will give you a soft-filling that will 
also constitute a painless removal. Drill 
now or—” 

But the man was gone.—Manila, P. 
I., Freedom. 





